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WE’VE  CHANGED  OUR  NAME.  NOT  WHAT  WE  STAND  FOR. 

The  Audit  Bureau  of  Circulations  is  now  the  Alliance  for  Audited  Media.  An  alliance  for 
informed  decisions,  more  intelligent  data,  and  industry  professionals  who  know  smart 
media  is  audited  media.  Jt’s  all  about  publishers,  advertisers,  and  agencies  coming  together 
to  bring  accountability  and  confidence  to  the  new  world  of  media.  To  find  out  what  the 
Alliance  for  Audited  Media  can  do  for  you,  visit  auditedmedia.com/TheNewABC 
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Saving  Butts  and 
Taking  Names 


In  this  first  issue  of  2013,  E^P  has 
resurrected  our  Production  All- 
Stars  feature,  and  I  couldn’t  have 
had  more  fun  reading  through  all 
the  entries  we  received. 

The  things  that  go  wrong  at  your 
papers  at  1:00  in  the  morning  are 
almost  beyond  comprehension.  One  of 
this  year’s  nominees  saved  the  life  of  a 
coworker  who  suffered  a  heart  attack 
while  on  the  job.  Another  one  doubles 
as  a  copy  editor,  regularly  catching  er¬ 
rors  before  the  paper  goes  to  press.  Sev¬ 
eral  said  they  make  sure  to  keep  good 
relationships  with  the  neighborhood 
electrician,  handyman,  and  plumber  so 
-  that  they  can  always  make  a  late-night 
call  when  help  is  needed. 

As  usual  with  our  recognition  fea¬ 
tures,  determining  the  top  All-Stars 
was  e  difficult  feat,  mostly  because  the 
production  manager’s  job  is  so  critical 
to  a  paper’s  operations.  In  a  job  whose 
description  calls  for  mechanical  skills, 
computer  smarts,  strong  management 
ability,  obsessive  levels  of  organization, 
and  complete  disregard  for  being  home 
in  time  for  dinner,  it’s  not  surprising 
to  read  phrases  such  as,  “he  saves  our 
butts  every  day,”  and  “he  can  fix  a  press 
and  a  computer  in  the  same  day,  and 
often  does.” 

Tablets,  apps,  and  social  media  may  be 

dominating  the  conversation  in  many 

corners  of  the  industry,  but  print’s  not 

dead  —  far  from  it.  Publishers  from  ,  -r 
♦  '  r  1  - 

across  the  country  sjhared  with  us  the 
many  ways  their  production  crew  is 
actually  bringing  in  additional  revenue, 
from  commercial  printing  business  to 
creative  partnerships  with  other  nearby^, 
papers. 

It  also  seems  that  production  depart¬ 
ments  have  been  hit  particularly  hard 
by  the  staff  reductions  that  so  many 


j  papers  have  had  to  rely  on  to  get  their 
j  financials  back  in  order.  Many  nomi- 
I  nees  were  commended  by  their  supe¬ 
riors  for  the  transparency  and  profes¬ 
sionalism  with  which  they  handled 
such  situations.  The  effect  of  layoffs 
was  intensified  in  some  of  the  smaller 
markets  we  heard  from,  where  letting 
I  go  of  one  person  can  mean  as  much  as  a 
j  30  percent  reduction  in  staff.  Doing  less 
i  with  more  is  a  top  requirement  of  to- 
j  day’s  production  professionals,  and  our 
j  all-stars  have  all  risen  to  the  challenge, 
j  Across  the  board,  your  production  and 
j  mailroom  managers  were  described  as 
j  being  cool  and  level-headed.  One  was 
I  nominated  based  solely  on  his  ability  to 
j  remain  courteous  to  other  employees 
i  when  under  pressure  from  deadlines. 

!  Another  nominee  periodically  pretends 
!  to  get  hopping  mad  about  some  issue 
j  and  makes  a  point  of  demonstrating 
i  this  faux-anger  within  earshot  of  all 
i  the  mailroom  employees  —  just  to  keep 
j  them  on  their  toes.  It  might  not  be  one 
j  of  the  seven  habits  of  highly  effective 
I  people,  but  it’s  a  strategy  at  least  one 
I  publisher  swears  by. 

I  I  was  also  impressed  by  tbe  diversity 
i  of  entries  we  received.  A  full  third  of 
i  nominees  are  women,  showing  that  the 
I  gender  gap  in  newspaper  management, 

I  while  still  present,  is  at  least  shrinking. 

I  Age  was  also  a  diverse  characteristic  of 
j  our  nominees.  One  production  manager 
is  81-years-old  and  says  that  he  wants  to 
slow  down,  but  because  tbe  newspaper 
industry  is  changing  so  rapidly,  he  still 
finds  the  work  fascinating  and  exciting. 
He’s  even  learning  InDesign. 

'<■  For  2013,  we  have  chosen  to  rec¬ 
ognize  five  production  all-stars  who 
I  demonstrate  leadership,  flexibility,  and 
!  reliability.  Read  their  stories  on  page 
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www.MEGA-coNFERENCE.coM  Sessioii  highlights: 


The  2013  Key  Executives  Mega-Conference  brings  together 

the  best  thought  leaders  tackling  the  hottest  trends  in  the  industry 
today  for  increasing  revenue,  audience  and  engagement.  This  jam- 
packed  program— developed  jointly  by  the  inland  Press  Association, 
Local  Media  Association  and  the  Southern  Newspaper  Publishers 
Association— takes  on  the  challenges  of  mobile,  doubling  the  profit 
of  legacy  TMC  products,  exploring  new  print  formats  and  how 
specifically  to  start  a  digital  services  agency,  and  much  more. 


Hotel  Accommodations: 

The  Roosevelt  New  Orleans,  123  Baronne  Street,  New  Orleans,  LA  70112 

Conveniently  located  in  the  Central  Business  District  just  off  Canal  Street  and 
one  block  from  the  world-famous  French  Quarter.  It  is  15  miles  (about  20 
-  minutes)  from  Louis  Armstrong  New  Orleans  International  Airport. 

•  Room  rates  in  the  Mega-Conference  block  are  $199  and  $209 
•  Reservation  deadline:  jan.  26, 2013 


•  LEARN  why  TMC  programs 
struggle  and  the  specific  ways  to 
supercharge  their  profitability 

•  HEAR  from  someone  who’s 
actually  making  money 
from  content  delivered  on 
smartphones  and  tablets 

•  MEET  the  newspapers  that 
are  growing  revenue  and 
customer  base  by  offering 
digital  agency  services 

•  DISCOVER  what  the  most 
innovative  top  executives  are 
implementing  at  their 
newspapers  with  a  star- 
studded  panel  including 
publishers  James  Moroney  of 
The  Dallas  Morning  News 
and  Mike  Klingensmith  of  the 
Minneapolis  Star  Tribune. 

•  FOCUS  on  the  topics  most 
crucial  to  small  dailies  and 
weeklies  at  a  roundtable 
discussion  and  idea  exchange  4 
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Illustration  by  Jared  Boggess 


Context  to  Quote 

Nu,  well-rounded  and  yet  concise  fram¬ 
ing  of  what  amounts  to  an  industry  pivot 
(“Building  the  Wall,”  December  2012).  A 
couple  of  attributed  quotes  require  some 
context. 

The  preprint  model  isn’t  collapsing,  but 
it  is  imperiled  by  continual  erosion  of 
individually  paid  print  circulation,  which 
has  been  a  sustained  trend  for  at  least 
a  decade.  The  premise  of  that  remark 
is  recognizing  that  what  happened  to  pri¬ 
vate  party  classified  10  years  ago  is  being 
repeated  with  the  preprint  category  to¬ 
day.  Newspapers  that  do  not  aggressively 
pursue  new  ways  of  monetizing  their 
audience  (directly  and  indirectly)  will  be 
caught  flat  footed,  while  the  pure-play 
digital  disrupters  create  new  markets 
that  replace  preprints. 

Also,  while  pageviews  at  theday.com 
initially  fell  25  percent,  visits  and  unique 
visitors  did  not  decline,  and  pageviews 
returned  to  pre-metering  levels  after 
nine  months.  Digital  ad  revenue  actually 
grew,  because  the  effect  of  the  meter 
allowed  The  Day  to  reduce  and  optimize 
its  ratio  of  local  sell-through  remnant. 
DANIEL  WILLIAMS, 

MARKETING  AND  AUDIENCE  DEVELOPMENT 
THE  DAY  (NEW  LONDON,  CONN.) 

Sell  More  Newspapers  with 
Recycled  Facts 

Major  newspapers  could  create  both  a 
short-  and  long-term  increase  in  demand 
by  publishing  an  annual  one-week 
review  of  events  and  conditions.  Then 
every  year,  new  customers  will  read 
something  in  the  reviews  that  inspires 
them  to  buy  more  newspapers  during  tbe 


rest  of  the  year. 

Publishing  statistics  and  metrics  that  the 
government  uses  to  monitor  itself  could 
also  create  a  small  annual  surge  in  profits, 
because  the  data  will  work  like  the  report 
cards  that  teachers  use  for  rewarding  and 
punishing  their  students.  And  I  think 
many  people  will  enjoy  buying  an  annual 
report  card  they  can  use  for  rewarding 
and  punishing  their  politicians. 

Some  new  customers  may  even  be 
inspired  to  buy  a  yearly  subscription, 
because  they  made  a  holiday  resolution 
to  improve  their  lives  by  reading  news¬ 
papers.  Mo.’e  revenue  could  be  gained 
by  recycling  the  reviews  as  a  print-on- 
demand  booklet  or  paperback  book.  The 
size  and  demand  for  these  textbooks  could 
be  increased  for  free  by  republishing  the 
newspaper’s  most  important  articles  and 
editorials. 

The  costs  for  fact  checking  important 
politicians  could  be  reduced  by  a  divide- 
and-conquer  investigative  strategy.  The 
long-term  increase  in  revenue  would 
happen  when  children  become  adults 
after  imitating  their  parents  every  year 
by  reading  newspapers  for  just  one  week. 
This  will  be  both  the  right  quantity  and 
quality  of  information  for  children  to 
enjoy  studying  and  discussing  with  their 
parents.  Then  as  teenagers,  they  will  be 
more  eager  than  previous  generations 
to  become  intelligent  voters  by  reading 
newspapers. 

STANLEY  KRAUTER 

Submitted  o?i  editorandpublisher.com. 

Another  Asset  that 
Generates  Revenue 

Great  article,  Gretchen  (“Assets  that 


Earn,”  November  2012).  Steve  Jobs 
believed  in  the  value  of  content  and  knew 
that  if  you  give  the  consumer  an  easy  and 
affordable  way  to  license  content  (namely 
music),  people  would  stop  stealing  it  and 
do  the  right  thing.  He  was  right,  which 
is  why  I  believe  publishers  should  look  at 
licensing  their  archived  articles,  images, 
and  video  to  businesses  for  their  web¬ 
sites  or  newsletters.  This  market  sees  the 
content’s  value  and  is  willing  to  pay  for 
it  if  you  make  it  easy  and  affordable.  The 
first  publisher  I’ve  seen  do  this  is  the  To¬ 
ronto  Star  (starcontentmarketplace.com). 
Kudos  to  them  for  taking  a  giant  step 
forward  and  thinking  innovatively. 

ALISON  YESILCIMEN 

Submitted  on  editorandpublisher.com. 

Be  Excellent 

The  best  way  to  boost  employee  morale 
(Critical  Thinking,  October  2012)?  Be 
excellent.  Most  people  want  to  be  proud  of 
the  products  they  help  create.  Most  want 
to  be  part  of  something  great.  But  don’t  be 
excellent  as  some  sort  of  Machiavellian  ex¬ 
ercise.  The  goal  isn’t  to  boost  morale,  the 
goal  is  to  be  excellent.  Morale  will  follow. 
And  if  it  doesn’t?  There’s  no  downside  in 
being  excellent. 

HOWARD  SALTZ,  EDITOR 

SOUTH  FLORIDA  SUN-SENTINEL 

Correction 

There  was  an  error  in  the  article  titled 
“ABC  Releases  September  Circulation 
Report”  (December  2012).  The  headings 
for  the  chart  of  the  top  25  daily  newspa¬ 
pers  with  digital  editions  were  incorrect. 
For  the  complete  report,  visit  the  Alliance 
for  Audited  Media  (formerly  the  Audit 
Bureau  of  Circulations)  at: 

auditedmedia.com/news/research-and- 

data/top-25-us-newspapers-for-septem- 

ber-2012.aspx 

^  Send  US  3rour  commeiits  — 

I  kristina@editorandpublisher.com 

“Comments,”  Editor  &  Publisher, 
17782  Cowan,  Suite  C,  Irvine,  CA  92614. 

Please  indude  your  name,  title,  city  and  state,  and  email 
address.  Letters  may  be  edited  for  all  the  usual  reasons. 
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Through  Our  Innovative  Educational  Sessions  and  Exciting  Trade  Show 

Floor,  America  East  Provides  the  Answers  and  Ideas  You  Need  to 

Drive  Your  Newspaper  Business  in  the  Right  Direction! 

\  , 

Join  us  April  8  - 1 0, 201 3  at  the  premiere  conference  for  the  news  media  industry 
and  its  suppliers.  Whether  you're  looking  for  revenue-generating  opportunities, 
mobile  &  digital  strategies,  sustainability  programs  or  improved  efficiencies, 
we  have  the  programming  for  you!  Experience  the  full  spectrum  In  201 3! 


Visit-www.america-east.com  for  more  information  or  call  (71 7)  703-3070. 
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:  Arkitex  Eversify  helps  publishers 
produce  mobile  newspapers 

By  Nu  Yang 


For  publishers  who  want 
to  bring  their  news  to 
mobile  devices,  :Arkitex 
Eversify  may  be  the  solu¬ 
tion.  Developed  by  Agfa  Graphics,  the 
software-as-a-service  product  captures 
content  from  any  content  system  and 
creates  an  issue  that  can  be  viewed  on 
any  mobile  device,  such  as  tablets  and 
smartphones. 

“This  is  the  direction  where,  not  just 
newspapers  but  media  in  general  is 
moving,”  said  Agfa  Graphics  newspa¬ 
per  software  marketing  manager  Jeff" 
Cord. 

Agfa  is  known  for  its  wide  range  of 
prepress  solutions,  and  Cord  said  the 
company  is  now  bringing  its  expertise 
to  mobile  publishing. 

According  to  Agfa,  Eversify  allows 
publishers  to  create  their  own  identity 
in  the  application,  or  they  can  make 
the  template  look  and  feel  just  like  a 
traditional  newspaper.  “It’s  based  on 
the  type  of  experience  they  want  to 
provide  to  their  readers,”  Cord  said. 

Using  HTML  5,  Eversify  automates 
the  workflow  for  publishing  newspa¬ 
per  content,  delivering  items  such  as 
images,  audio,  video,  and  animation 
to  digital  platforms.  Cord  said  Ever¬ 
sify  automatically  pushes  the  content 
to  the  platform,  aiding  publishers  in 
what  content  to  gather  and  how  to 
gather  that  content. 

8  I  E&P  I  JANUARY  2013 


“As  newspapers 

evolve,  where  they  get  their  content 
evolves  also,”  he  said. 

Cord  said  Eversify  is  also  flexible 
enough  for  publishers  to  use  with 
different  workflows  and  is  compatible 
with  multiple  data  sources.  It  oper¬ 
ates  on  a  cloud  system,  and  there  is  no 
software  to  download.  Eversify  also 
integrates  with  the  publisher’s  sub¬ 
scription  system  and  helps  with  sub¬ 
scription  authentication.  It  includes 
monetization  to  app  stores,  eliminat¬ 
ing  the  need  to  go  through  Apple. 

For  a  publication’s  readership.  Cord 
said  Eversify  provides  the  type  of  expe¬ 
rience  they  are  looking  for,  no  matter 
what  the  device.  “Most  (publishers) 
provide  a  replica,  a  PDF  that  comes 
with  the  built-in  limitations  of  the 
printing  press,”  he  said.  On  the  other 
hand,  Eversify  features  integr  ation 
with  social  media  and  allows  read¬ 
ers  to  quickly  locate  content  based  on 
keywords  and  allows  readers  to  easily 
navigate  through  the  content. 

Cord  said  advertisers  also  benefit 
from  Eversify,  which  provides  data 
and  analytics  on  particular  readers, 
showing  what  place  and  time  of  day 
they  visited. 

The  daily  newspaper  Sdchsische 
Zeitung  in  Dresden,  Germany,  started 
working  with  Eversify  a  year  ago  with 
a  focus  on  internal  production.  Cord 


*  Agfa  marketing  manager  Jeff  Cord 


said  the  publication  is  currently  rolling 
out  the  application  to  its  readers. 

“Their  focus  is  on  iPads,”  he  said. 
“They  made  an  arrangement  with 
an  Apple  reseller  to  bundle  a  digital 
subscription  with  a  tablet,  combining 
mobile  and  print.  If  a  reader  signs  up 
for  a  minimum  of  two  years,  they  get 
an  iPad  as  part  of  their  bundle,” 

Cord  said  there  are  still  a  lot  of 
unknowns  with  mobile  publishing,  but 
he  sees  more  customized  advertising 
in  the  future.  “In  the  print  world,  ad¬ 
vertisers  would  just  run  two  versions 
of  an  ad,  but  with  Eversify,  advertisers 
can  have  a  number  of  different  ver¬ 
sions  share  a  position.” 

For  more  information,  visit  agfa- 
graphics.com.  ■  \ 
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Big  Bird.  Binders  full 
of  women.  Malarkey. 
Thanks  to  Twitter,  these 
phrases  spread  like 
wildfire  through  social  media 
this  election  cycle.  With  more 
and  more  viewers  turning  to 
handheld  devices  to  sound  off, 
how  can  media  outlets  hear 
these  voices? 

That’s  the  question  University  of 
Missouri  communication  professors 
Mitchell  McKinney  and  Brian  Hous¬ 
ton  tried  to  answer  by  examining  how 
debate  watchers  were  responding  to 
the  candidates  on  Twitter.  The  two 
professors  are  also  current  Donald 
W.  Reynolds  Journalism  Institute 
Fellows. 

McKinney  said  the  idea  first  came 
to  him  in  the  spring  during  Repub¬ 
lican  primary  season,  but  the  team 
wanted  to  take  the  analysis  beyond 
the  odd  moments  that  got  people’s 
attention,  such  as  actor  Clint  East- 
wood  talking  to  an  empty  chair  at  the 
Republican  National  Convention. 

“We  met  with  newspaper  editors  to 
see  how  we  could  incorporate  social 
media  with  their  reporting,”  McKin¬ 
ney  said.  “It  led  to  a  discussion  of 
partnering  with  newspapers.” 

The  three  partners  are  the  Florida 
Times  Union  in  Jacksonville,  the 
Dallas  Morning  News,  and  The 
Seattle  Times. 

McKinney  said  each  newspaper 
designated  a  hashtag  specific  to  its 
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Jacksonville  Twitter  Activity  -  Peaks 
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r  A  timeline  showing  the  peaks  in  Twitter  activity  from  Jacksonvillle,  Fla.,  during  the  final 
presidential  debate. 


location.  During  the  debate,  readers 
could  use  the  hashtag  with  their 
social  media  commentary,  and  after 
each  debate,  the  tweets  labeled  with 
the  hashtags  were  collected  using 
Topsy  Pro,  which  provides  social 
media  analytics  software. 

McKinney  said  that  based  on  the 
analysis,  the  team  saw  spikes  that 
were  not  parallel  to  the  viral  catch- 
phrases,  but  more  closely  related 
to  policies  that  affected  the  com¬ 
munity.  For  example,  he  said  Dallas 
viewers  tweeted  more  about  energy 
policy  than  zinger  moments. 

“It’s  heartening  to  see  that  when 
you  start  drilling  down  to  a  smaller 


level,  you  see  policies  do  matter,” 
McKinney  said. 

McKinney  said  a  survey  was  also 
distributed  to  people  w'ho  tweeted 
about  the  debates  to  see  if  tweeting 
helped  them  develop  a  closer  rela¬ 
tionship  with  their  paper.  He  said 
he  hoped  the  project  showed  news 
organizations  how  to  build  the  best 
practices  for  using  social  media  in 
their  reporting  and  with  engaging 
readers. 

“It’s  about  putting  civic  journal¬ 
ism  into  their  reporting,  and 
Twitter  is  the  best  way  to  capture 
those  voices  in  the  community,”  he 
said.  —NY 
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Blue  Skies  Ahead 


Newspaper  groups  come  together  to 
share  advertising  ideas 


SIX  newspaper  groups  have  seen  enough  rainy  days  and  are 
now  working  together  to  address  national  advertising  needs 
and  share  creative  ideas. 

Cox  Media  Group,  Digital  First  Media.  New  York  Daily  News. 
The  Philadelphia  Inquirer,  the  Minneapolis  Star  Tribune,  and  Tribune 
365.  the  national  sales  team  for  Tribune  Co.,  have  come  together 
under  one  roof  to  form  Blue  Sky  Collective.  The  idea  originated  from 
Mediaspace  Solutions,  a  company  with  offices  in  Hopkins,  Minn,  and 


[{legal  briefs} 


k  The  Blue  Sky  Collective  at  the  group’s  first  meeting.' 
From  left;  Dave  Chiappe  of  Tribune  365, 

John  Polizano  of  the  New  York  Daily  News,  Amee 
Tomlinson  of  Mediaspace  Solutions,  Kevin  Mark  (back) 
of  Mediaspace  Solutions,  Micah  Beatty  of  Cox  Media 
Group,  Danielle  Prigge  of  Digital  First  Media,  Scott 
Miraldi  of  Mediaspace  Solutions,  Randy  Grunow  of  Me¬ 
diaspace  Solutions,  Joel  Eisfelder  of  the  Star  Tribune, 
and  Joe  Jost  of  Digital  First  Media. 


Pennsylvania  newspapers  sue  to  gain 
access  to  executions 

The  Philadelphia  Inquirer  and  Harrisburg,  Pa.  Patriot- 
News.  filed  a  lawsuit  in  September  in  U.S.  District  Court 
for  the  Middle  District  of  Pennsylvania  in  an  effort  to 
allow  witnesses  to  see  the  lethal  injection  process,  from 
the  moment  the  condemned  enters  the  chamber  to  the 
moment  he  or  she  is  pronounced  dead.  In  November, 
a  federal  judge  ruled  that  executions  in  Pennsylvania 
must  be  conducted  in  front  of  witnesses  from  start  to 
finish.  Inquirer  editor  William  K.  Marimow  said  that  given 
the  intensity  of  interest  in  the  death  penalty,  it  is  vital 
that  journalists  witness  the  entire  execution  process.  He 
said  that  by  allowing  reporters  to  document  the  process, 
the  public  could  determine  whether  the  death  penalty 
constituted  cruel  and  unusual  punishment. 


New  Mexico  judge  dismisses 
libel  lawsuit 

The  Albuquerque  Journal  reported  that  a  district  judge 
has  dismissed  a  claim  against  the  Gallup  (N.M.)  Inde¬ 
pendent  and  its  publisher,  Robert  Zollinger,  which  was 
filed  by  former  Mayor  Harry  Mendoza.  The  claim  states 
the  Independent  had  held  Mendoza  in  a  false  light  and 
invaded  his  privacy,  but  the  judge  ruled  that  New  Mexico 
does  not  recognize  that  kind  of  claim'as  one  that  can 
be  brought  by  a  public  figure.  Mendoza  sued  after  the 
newspaper  alleged  he  had  participated  in  a  1948  gang 


rape.  Mendoza  was  arrested  and  charged  in  the  attack 
on  a  16-year-old  Gallup  girl,  but  he  enlisted  in  the  U.S. 
Army  in  1949  without  standing  trial,  according  to  records 
at  the  time.  He  says  he  did  not  take  part  in  the  alleged 
rape.  Mendoza  was  Gallup’s  mayor  in  2010  when  he  got 
in  a  fistfight  with  Zollinger  in  a  parking  lot,  according  to 
the  Journal.  In  the  end,  the  six-person  jury  deadlocked, 
and  the  judge  declared  a  mistrial. 


Judge  orders  FBI  to  pay  San  Francisco 
journalist  $470,000 

The  San  Francisco  Chronicle  reported  a  federal  judge  has 
ordered  the  FBI  to  pay  Seth  Rosenfeld,  a  former  reporter 
at  the  Chronicle  and  San  Francisco  Examiner,  $470,459 
in  attorneys'  fees  for  two  lawsuits  he  filed  -  one  in  1990 
and  another  in  2007  -  for  withholding  records  he  re¬ 
quested  under  the  Freedom  of  Information  Act  while  re¬ 
searching  the  1960s  protest  movement  in  Berkeley.  The 
lawsuits  were  two  of  five  he  filed  against  the  FBI  and  the 
Justice  Department  starting  in  1985.  He  requested  a  va¬ 
riety  of  records  pertaining  to  the  FBI’s  covert  operations 
at  UC  Berkeley  and  its  secret  relationship  with  former 
President  Ronald  Reagan.  Rosenfeld  said  the  FBI  had 
failed  to  turn  over  all  the  documents  he  requested,  and 
that  it  wasn’t  until  he  engaged  them  in  a  series  of  legal 
battles  that  the  agency  released  thousands  of  pages.  The 
money  will  go  to  the  nonprofit  First  Amendment  Project 
of  Oakland,  which  represented  Rosenfeld  pro  bono,  and 
to  the  San  Francisco  law  firm  of  Bryan  Cave. 
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Wilton,  Conn.,  which  works  with  national  and  regional  advertisers 
and  focuses  on  newspapers. 


The  first  meeting  pf  Blue  Sky  Cdllective  was  in  Mediaspace's 
Minnesota  offices  in  June.  According  to  director  of  innovation 
Amee  Tomlinson,  newspaper  advertising  representatives  dis¬ 
cussed  online  advertising  opportunities,  technology  development, 
and  social  media. 

In  October,  the  group  met  in  Chicago  and  discussed  special  sec¬ 
tions  and  opportunities  for  engagement  in  print  and  digital.  Cox 
Media  Group  presented  an  idea  to  launch  an  advertising  package 
to  coincide  with  the  2013  Men's  NCAA  Basketball  Tournament.  Set 
to  launch  in  March,  the  package  includes  a  print  media  component, 
videos,  bracket  contests,  sponsorships,  and  interactive  features. 

"At  Cox  Media  Group,  we  have  done  initiatives  like  this  in  the 
past,”  said  Micah  Beatty,  manager  of  strategic  digital  partnerships. 
“It’s  not  new  to  us.  but  we  wanted  to  bring  the  idea  from  Cox  to  the 
other  media  companies  ...  with  this  specific  package,  any  media 
partner  can  partner  with  an  advertiser." 

Beatty  said  although  the  other  media  companies  are  compet¬ 
ing  for  many  of  the  same  advertisers,  it's  a  more  efficient  way 
to  execute  the  campaign  with  others.  "We’re  doing  this  with  the 
advertisers  in  mind,"  he  said. 

Tomlinson  said  the  message  behind  the  Blue  Sky  Collective  is  to 
help  newspapers  look  into  what  the  next  big  thing  will  be  and  col¬ 
laborate  to  find  solutions.  "It  shows  that  newspapers  are  thriving, 
working  together,  and  willing  to  meet.  They're  not  afraid  of  change 
or  technology,"  she  said. 

Beatty  added  that  advertisers  would  find  it  "refreshing "  to  see 
media  companies  working  together. 

The  group's  next  meeting  is  this  month  at  the  Cox  Media  Group 
offices  in  Atlarita.  —AT' 


iTaos  Weekly 
Racks  Up  Awards 


Taos,  N.M.,  may  be  a  small  town 
in  the  expansive  Southwest,  but 
its  local  weekly  is  anything  but 
sleepy.  The  standard  of  excel¬ 
lence  at  The  Taos  News  has  been  recog¬ 
nized  with  awards  from  both  the  National 
Newspaper  Association  and  the  Local 
Media  Association. 

Investigative  reports  on  the  effect  of 
deportation  on  New  Mexico  families,  a 
disruption  of  natural  gas  service  during 
a  blizzard  that  lasted  five  days,  and  busi¬ 
ness  coverage  of  New  Mexico  foreclo¬ 
sures  were  among  the  pieces  recognized. 
The  NNA  awarded  the  Taos  News  with 
first  place  in  general  excellence  for 
its  category  (non-daily,  circulation  of 
10,000+)  -  the  fourth  time  it  has  received 
the  honor  during  the  past  five  years.  The 
judges  described  the  paper  as  "a  clear 
number  one."  That’s  in  addition  to  other 
recognitions  from  NNA  for  investigative 
journalism  and  photography. 

The  Local  Media  Association  concurred 
when  it  named  the  paper  the  best  non¬ 
daily  in  the  nation  with  circulation  up  to 
10,000.  In  October,  the  New  Mexico  Press 
Association  judged  the  Taos  News  the 
best  large  weekly  in  the  state  -  an  award 
the  paper  has  earned  eight  times  during 
the  past  10  years. 


SAY 

WHAT? 

New  Vocabulary  for 
the  Modern  Era 


aha  moment 


(n):  a  precise  point  in  time  in 
which  one  has  sudden  understand 
ing  of  or  insight  into  something 


(S)he  had  that  ‘aha  moment’  in  the  summer  of  2009  when  an  old  photo  of 
her  slimmer  self  made  her  decide  it  was  time  she  took  charge  of  her  weight.” 

-  Susan  Pierce,  limes  Free  Press,  Sept.  9, 2010 
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>  Wielding  shovels  for  the  groundbreaking  ceremony  at  the  Chicago  Sun-Times 
building  are,  left  to  right,  Chicago  mayor  Richard  Daley,  Chicago  Sun  founder 
Marshall  Field  Sr.,  Illinois  governor  William  Stratton,  and  Chicago  Sun-Times  editor 
and  publisher  Marshall  Field  Jr.  This  photo  originally  appeared  in  the  Nov.  26, 1955, 
edition  of  E&P. 


From  the  Archive 


Pioneering  Black 
Journalist  Honored 

With  a  journalism 
career  spanning 
65  years,  Simeon 
Booker  Jr.  will  be  among  six 
journalists  to  be  inducted 
into  the  National  Associa¬ 
tion  of  Black  Journalists 
^  Hall  of  Fame  this  month.  As 
reported  by  the  American 
£  Journalism  Review,  the 
94-year-old  former  Har- 
vard  Nieman  Fellow  was 
A  The  Washington  Post's  first 
^  black  reporter.  He  left  the 
p  paper  to  join  Jet  magazine 
and  became  involved  with 
^  the  civil  rights  movement, 
H  covering  the  Freedom  Rid- 
”  ers  and  the  Emmett  Till  tri- 
'  al.  Booker  retired  from  Jet 
^  in  2007  at  age  88.  His  book, 
a  “Shocking  the  Conscience: 
p  A  Reportei  s  Account  of  the 
Civil  Rights  Movement," 

^  will  be  released  in  April. 


[the  A  section] 


Putting 

Subscribers  First 

Orange  County  Register  adds  reporters  and 
pages  as  part  of  its  new  strategy 


When  Aaron  Kushner  was  named  pub¬ 
lisher  of  The  Orange  County  Register 
in  Santa  Ana,  Caiif.,  this  past  summer, 
he  introduced  a  “subscriber-first”  strategy,  | 
which  he  said  is  devoted  to  finding  ways  to  “deliver  more  : 
value  to  (his)  subscribers.” 

In  July  2012,  2100  Trust,  Kushner’s  investment  group, 
acquired  Freedom  Communications,  Inc.,  the  Register's 
parent  company.  2100  Trust  president  Eric  Spitz  also  serves  ^ 
as  co-owner  and  president  of  Freedom. 

While  many  publishers  struggle  through  financial  difficul¬ 
ty  by  reducing  their  workforce  or  print  schedules,  Kushner 
has  done  the  opposite.  Since  taking  the  reins  at  the  Register, 
he  has  hired  several  new  journalists,  including  investigative 
reporters,  columnists,  and  a  restaurant  critic. 

In  addition,  the  Register  introduced  a  new  page  called 
Focus  as  a  daily  supplement  to  its  news  section.  According 
to  the  Register,  Focus  provides  a  comprehensive  view  of  ! 
state,  national,  and  international  news  and  provides  origi-  '• 
nal  reporting,  graphics,  timelines,  charts,  photos,  and  data, 
while  also  highlighting  the  distinct  connections  to  Orange  ' 
County.  The  Register  also  added  a  new  standalone  business 
section  with  daily  themes  and  in-depth  reporting  about  the  I 
Orange  County  business  community. 

Kushner  said  the  additions  were  all  made  with  sub- 

Back  to  Life 

The  Review-Independent  resumes  publication 

When  The  Review-Independent  closed  its  doors  at  the  end 
of  last  August,  the  109-year-old  newspaper  in  Toppenish, 
Wash.,  could  have  easily  been  just  another  statistic  on  a 
long  list  of  shuttered  publications.  Instead,  the  paper  was 
purchased  by  Yakima  Valley  Publishing,  Inc.,  locally  owned  by  Bruce 
and  Ginger  Smith. 

The  Review-Independent  is  published  every  Thursday  with  a  2,000 
circulation.  The  staff  includes  editor  Jack  Smith  (no  relation  to  the  new 
owners),  an  account  executive,  and  an  office  manager,  all  of  whom 
were  rehired  in  their  former  positions.  Bruce  Smith  took  on  publisher 
duties. 

Bruce  said  the  paper  was  run  by  two  generations  of  the  same  family 
for  almost  50  years  before  the  paper  was  sold  about  eight  years  ago. 

He  said  the  most  recent  owner  expanded  and  opened  other  publica¬ 
tions,  but  due  to  financial  reasons,  all  the  publications  ceased  opera¬ 
tions. 


scribers  in  mind.  “All  of  our 
subscribers  are  passionate,  and 
they  want  to  be  engaged,”  he 
said.  “So  we  are  giving  them 
more.” 

The  strategy  of  “more”  car¬ 
ries  over  to  the  Registers  25 
communiF^  newspapers.  In 
late  November,  the  papers 
relaunched  with  three  times 
more  content,  a  new  broad¬ 
sheet  size,  and  redesigned 
elements. 

Between  Thanksgiving  and 
the  first  week  of  December  2012,  the  Register  also  rolled  out 
a  new  program  Kushner  called  his  biggest  investment  yet. 
More  than  124,000  seven-day  subscribers  received  $100 
gift  checks  designated  to  support  l(x;al  nonprofit  charities. 
Once  used,  the  checks  are  mailed  back  to  the  Register  and 
redeemed  by  the  charity  to  use  toward  advertising  in  Reg¬ 
ister  products.  Kushner  said  the  goal  is  to  help  nonprofits 
grow  and  allow  subscribers  to  tangibly  support  their  com¬ 
munity  by  “creating  a  virtuous  cycle.” 

“It’s  why  I  bought  these  newspapers  in  the  first  place,” 
Kushner  said.  “Newspapers  really  matter.  They’re  the  fabric 
of  a  community.” 

Kushner  said  his  vision  hasn’t  changed  since  he  became 
publisher.  “We  believe  this  is  a  great  community,  and  at  the 
Register,  we’re  committed  to  delivering  on  that  potential.” 

As  for  the  debate  between  print  and  digital,  Kushner  said, 
“There  has  certainly  been  no  shortage  of  people  that  care 
about  newspapers.  There  may  be  other  strategies  that  work, 
but  our  focus  is  not  on  the  medium;  it’s  on  the  subscribers.” 

Bruce  and  his  wife  have  owned  Yakima  Valley  Publishing,  Inc.  for 
nearly  30  years.  Before  the  acquisition,  they  published  the  Yakima  Val¬ 
ley  Business  Times  and  Central  Washington  Senior  Times. 

“It  was  a  good  opportunity  for  us,”  Bruce  said.  "It  made  sense 
because  we  were  already  in  the  market,  and  we  had  good  rapport  with 
advertisers." 

The  first  issue  under  the  new  ownership  debuted  Nov.  15  last  year. 
“The  response  has  been  supportive,”  Bruce  said.  “But  we  have  to  earn 
back  the  trust  from  readers.” 

In  addition  to  the  Review-Independent,  the  Smiths  purchased  the 
Spanish-language  weekly  newspaper  Viva,  the  weekly  Central  Valley 
Shopper  direct  mailer,  the  monthly  Yakima  Valley  Business  Journal,  and 
the  annual  Yakima  Valley  Visitor’s  Guide. 

“We’re  improving  the  content,  printing  on  better  paper,  improv¬ 
ing  the  look,  and  we’ll  gradually  improve  the  editorial  side  with  more 
articles,  lots  of  photos,  and  more  pages,”  Bruce  said,  adding  that  all  of 
this  will  lead  to  greater  revenue. 

By  returning  the  Review-IndependerA  to  its  community,  Bruce  said  it 
sends  a  good  message,  not  only  to  a  struggling  industry,  but  also  to  a  na¬ 
tion  that  has  been  hit  with  job  loss.  “We’re  glad  to  step  in  and  keep  it  go¬ 
ing,”  he  said.  “It  will  be  successful,  or  we  wouldn’t  have  done  it.”  —NY 


V  Aaron  Kushner 


Gditorandpublisher.com 


JANUARY’  2013  |  E&P  |  13 


Rose  Palmisano/IYie  Orange  Counit  Register 


i»MTEOir 

VICTORY 


►  Steve  RiTSsell/  Ihronto  Star 


As  time  winds  down,  Toronto  Argonauts  head  coach  Scott  Milanovich 
havGatorade  dumped  ofi  him  in  celebration  as  the  Argonauts  de¬ 
feat  the  Calgary  Stamp^ders  35  to  22  to  win  the  Canadian  Football 
League’s  100th  Grey  C%p^ame  at  Rogers  Centre  in  Toronto,  Canada. 


Send  us  your  photos!  E&P  welcomes  reader 
submissions  for  our  Photo  of  the  Month. 
nu.yangifieditorandpublisher.com. 


thinking 


J-school  students  and  industry  vets 
tackle  the  tough  questions 


Q: 


If  you  were  in  charge  of  promoting  the  newspaper 
industry  on  a  national  level,  who  would  you  hire  as 
your  spokesperson  and  why? 


Colin  Beck,  22 

Junior,  Central  Michigan 
University  (Mt.  Pleasant) 

Beck  is  a  broadcast  and  cinematic 
arts  major  and  journaiism  minor.  He 
enjoys  fiim,  television,  and  hockey. 


I’m  a  Generation  Y 
kid,  and  I’m  a  part 
*  of  the  fastest-grow¬ 
ing  section  of  the  workforce  in 
America.  At  least,  I’m  sup- 
jjosed  to  be,  after  I  graduate 
next  year  —  if  I  can  find  a  job. 

Generation  Y  has  grown  up 
in  an  America  that  has  troops 
stationed  in  more  than  175 

,,  Junior,  Central  Michigan 

countries,  and  we  don’t  even  university  (Mt.  Pleasant) 

blink.  The  news  is  “too  de- 

pressing”  for  people  my  age  to  ^  broadcast  and  cinematic 

.  .  ,  arts  major  and  journalism  minor.  He 

pay  attention  to  it.  It  s  always 

about  economic  turmoil  and 
war.  If  we  won’t  sit  and  watch 

the  news  on  TV,  which  is  arguably  what  we  do  best,  what 
newspaper  spokesperson  could  possibly  get  us  excited 
about  that  same  depressing  news? 

My  nominee  is  Tina  Fey. 

Fey  made  us  laugh  at  news  topics  when  she  was  on  “Sat¬ 
urday  Night  Live.”  We  already  know  she’s  both  informed 
and  fiinny  —  two  characteristics  often  admired  by  the 
young  news  junkies  who  will  keep  buying  newspapers’ 
mobile  apps  for  years  into  their  post-college  lives. 

We  need  to  have  somebody  we  can  laugh  at  when  we’re 
digesting  the  news,  kind  of  like  the  massive  amounts  of 
fiber  we  have  to  eat  to  cancel  out  all  the  cheese  and  pep- 
peroni  we  consume  on  a  weekly  basis.  It’s  why  we  love 
Jon  Stewart  so  much  —  he’s  the  human  version  of  orange 
Metamucil. 

We  don’t  need  to  have  Tina  Fey  make  us  laugh  at  what’s 
in  the  newspaper  every  day,  or  even  four  days  a  week,  as 
Stewart  does.  We  just  need  to  make  the  connection  that 
someone  as  smart,  funny,  and  pretty  as  Fey  reads  newspa¬ 
pers,  so  we  should  too. 

Being  informed  can  never  be  a  bad  trait,  but  it  appears 
it  will  continue  to  become  more  and  more  of  a  rare  one 
as  the  world  becomes  more  accessible,  though  we  become 
more  cut  off. 


►  If  you  have  a  question  you  would  like  to  see  addressed,  please 
send  it  to  nu.yang(a)editorandpublisher  .com. 
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We,  as  an  industry,  are 
sometimes  our  own 
*  worst  enemy.  I  often 
tell  accounts  that  you  don’t  often 
see  the  10  o’clock  news  anchors 
lamenting  about  the  fact  that  they 
laid  off  10  people  at  their  station  or 
that  ratings  are  down  50  percent 
from  10  years  ago.  But  we  often 
have  front  page  stories  telling  our 

^  °  °  vice  president  of  sales  and 

readers  and  advertisers  that  we  are  marketing,  Lawrence  (Ka.) 
consolidating  our  operations,  laying  lournai-WorJd 

off  people,  and  that  our  circulation  .  ,  ...  .  ,  ’. 

.  ^  .  CanfreZ/yo/ned  The  Journal- 

is  down  X  percent  from  what  it  was  vvorld  in  2011  dfter  spending 


Susan  Cantrell,  51, 

vice  president  of  sales  and 


Cantrell  joined  The  Journal- 
World  in  2011  after  spending 


five  years  ago.  Why  are  we  our  own  more  than  four  years  as 
worst  spokespeople,  first  of  all?  advertising  director  at  Tucson 

rpn  .  •  j  V  .  1  •  Newspapers.  Before  that,  she 

That  said,  what  we  need  m  an  ,  .\  „ 

worked  at  The  Kansas  City  Star 

industry  spokesperson  is  someone  fp^  20  years. 
people  trust,  someone  they  have 
invested  their  life  savings  in,  some¬ 
one  whom  world  leaders  have  relied  on  for  advice:  Warren 
Buffett. 

Warren  Buffett  believes  in  newspapers.  It’s  obvious  since 
he  has  been  a  longtime  investor  in  the  Buffalo  newspaper 
market  and  has  recently  poured  millions  of  dollars  into  in¬ 
vesting  in  the  future  of  newspapers.  When  reporters  ask  him 
incredulously  why  he  has  invested  in  newspapers,  he  confi¬ 
dently  states  that  he  believes  in  newspapers  and  especially 
newspapers  that  promote  a  strong  sense  of  community.  If 
newspapers  provide  value  with  unique,  community  content 
and  provide  a  strong  advertising  environment  of  local  ads 
that  can’t  .be  found  anywhere  else,  they  will  not  only  survive, 
but  thrive. 

Warren  Buffett  makes  perfect  sense  for  our  industry, 
because  he  is  highly  sought  after  as  a  speaker.  He  hasn’t 
over-exposed  himself.  National  political  leaders,  business 
leaders,  and  consumers  trust  and  believe  in  bim.  Maybe  if 
Buffett  were  our  spokesperson,  we  could  fix  the  mess  that  the 
post  office  has  created  with  its  special  exclusive  contract  with 
direct  mail  companies.  If  Buffett  were  our  spokesperson,  he 
would  be  welcomed  on  national  talk  shows  and  could  tout 
the  vast  audience  newspapers’  print  and  digital  editions  com¬ 
mand  and  why  he  invested  his  money  in  the  industry.  His 
credibility  and  trust  in  our  future  is  what  we  need  as  the  face 
of  our  industry.  ■ 
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Print  on  Paper 

Percentage  of  respondents  who  did  the  following  activities  the  day  before 
taking  the  survey  in  2002,  2006,  and  2012. 


Read  a  print  newspaper 
Read  a  print  magazine 
Read  a  book  in  print 
Wrote/received  a  personal  lette 

Source:  Peu'  Research  Center  2012  News  Consumption  Survep 
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Source:  NAA  2012  Newspaper 
Multiplatform  Usage  Study 


Based  on  2,518  U.S.  adults  who  read 
local  U.S.  newspapers  on  a  mix  of 
print  and/or  digital  platforms: 

1NEWS  Tablet  owners  (83%)  are  more  likely 
11=  than  smartphone  owners  (75%)  to 
have  news  apps. 


Weather  is  the  leading  single  app 
for  both  devices,  with  80%  of 
smartphone  owners  and  73% 
of  tablet  owners  having  a 
weather  app. 


Facebook  leads  Twitter:  69%  of 
smartphone  owners  and  64%  of 
tablet  owners  have  the  Facebook 
app,  versus  32%  of  smartphone 
owners  and  25%  of  tablet  owners 
with  the  Twitter  app. 
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Smartphone  Shopping 
Perils  Publishers 

Retailers  and  shoppers  rapidly  embracing  mobUe  commerce 

By  Alan  D.  Mutter 

The  smartphone  has  emerged 
as  the  hottest  shopping 
accessory  since  the  brown 
paper  sack,  the  latter  of 
which,  as  a  matter  of  law,  now  costs 
a  dime  if  you  don’t  bring  your  own 
environmentally  sustainable  tote 
into  a  supermarket  in  my  part  of 
California. 

With  nearly  one  out  of  five  consumers 
now  consulting  their  mobile  gizmos  when 
making  a  purchasing  decision,  smartphone 
shopping  represents  a  profound  threat  to 
newspapers,  because  it  strikes  at  the  heart  of  the  historic 
value  of  the  medium  to  the  merchants  who  buy  the  prepon¬ 
derance  of  newspaper  advertising. 

The  stakes  hardly  could  be  higher;  Based  on  the  newspa¬ 
per  industry’s  performance  for  the  first  nine  months  of  last 
year,  I  estimate  that  national  and  retail  advertising  likely 
generated  three-quarters  of  the  approximately  $19-3  million 
in  print  advertising  sold  by  publishers  in  2012. 

Here’s  why  smartphone  shopping  matters: 

While  local  media  in  the  un-wired  age  were  the  primary 
conduit  for  connecting  sellers  with  potential  buyers,  the 
efficiency  and  immediacy  of  smartphone-assisted  shop¬ 
ping  has  created  an  unprecedented  opportunity  for  both  i 

on-  and  offline  retailers  to  build  powerful,  personalized  and  i 
direct  relationships  with  consumers.  The  stronger  and  more  I 


efficient  those  ties  become,  the  less  merchants  will  need  to 
buy  ads  from  such  traditional  intermediaries  as  newspapers, 
radio,  and  television. 

This  is  not  some  threat  in  the  distant  future.  The  popular¬ 
ity  of  smartphone  shopping  rocketed  last  year  during  the 
holiday  shopping  season. 

On  Cyber  Monday  (the  first  day  back  at  work  after  the  na¬ 
tional  Thanksgiving-weekend  shopping  orgy),  more  than  18 
percent  of  consumers  used  mobile  devices  to  visit  a  retailer’s 
site,  according  to  an  analysis  compiled  by  IBM  Corp.  The 
number  of  smartphone  shoppers  was  70  percent  greater 
than  in  2011. 

And  the  mobile-ized  shoppers  weren’t  just  browsing.  IBM 
said  smartphone-powered  sales  nearly  doubled  between 
2011  and  2012,  reaching  “close  to  13  percent”  of  digital 
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volume  for  Cyber  Monday,  which 
historically  is  the  busiest  day  of  the 
year  for  online  merchants.  Based  on 
comScore  data  that  pegged  Cyber 
Monday  turnover  at  a  tad  less  than 
$1.5  billion,  smartphone  shoppers 
bought  some  $200  million  of  goods 
in  a  single  day. 

Beyond  their  obvious  convenience 
as  point-of-sale  devices,  smartphones 
are  used  by  one  out  of  five  consumers 
to  share  pictures  of  products  they  are 
considering;  to  consult  with  friends, 
social  networks,  or  product  review 
sites  about  a  prospective  purchase, 
and  to  scan  barcodes  to  search  for 
product  information  or  better  prices, 
according  to  a  report  by  Business 
Insider. 

With  more  than  half  of  Ameri¬ 
cans  now  wielding  a  smartphone  as 
they  prowl  the  aisles,  merchants  are 
moving  quickly  to  respond  to  both 
the  challenges  and  opportunities  the 
phenomenon  represents. 

According  to  a  survey  last  year 
by  CrossView,  a  mobile  marketing 
consultant  to  the  retail  industry, 
merchants  are  equipping  stores  with 
Wi-Fi,  producing  branded  mobile 
apps  and,  to  a  great  degree,  matching 
in-store  and  online  pricing  to  avoid 
angering  bricks-and-mortar  custom¬ 
ers  who  check  the  Web  to  ensure 
they  are  getting  the  lowest-possible 
price.  At  Christmas,  Best  Buy  even 
promised  to  match  prices  offered  by 
Amazon  and  other  leading  online 
discounters. 

Smartphone  shopping  is  popular 
among  all  ages  and  genders,  accord¬ 
ing  to  CrossView.  “The  local  retailer 
who  makes  inventory  positions  avail¬ 
able  to  the  mobile  shopper  has  a 
significant  competitive  advantage,” 
the  firm  said.  “Clearly,  top  retailers 
understand  this  —  and  it’s  why  80 
percent  of  those  we  surveyed  allow 
customers  to  use  their  mobile  device 
to  see  if  products  are  in  stock  at  a 
particular  store.” 

Though  the  transparency  is  bound 
to  please  customers,  merchants  aren’t 


doing  this  sort  of  thing  to  be  nice.  The 
real  reason  retailers  are  embracing 
mobile  commerce  is  to  develop  far 
more  targeted  and  actionable  rela¬ 
tionships  with  consumers  than  was 
possible  in  the  un-wired  era. 

The  more  shoppers  use  their 
phone  to  compare  products,  to 
research  purchases  and  to  scout  for 
deals,  the  more  digital  breadcrumbs 
they  leave  for  merchants  to  analyze, 
including  who  they  are,  where  they 
are,  what  they  have  purchased,  and 
what  they  might  buy  next.  The  more 
data  that  merchants  capture  about 
individual  consumers,  the  more  data 
they  can  crunch  to  predict  the  types 
of  products  or  services  an  individual 
might  buy,  thus  tailoring  offers  in 
terms  of  time,  place,  features,  and 
even  pricing. 

Unless  newspapers  want  to  get 
shut  out  of  their  lucrative  and  long¬ 
standing  relationship  with  the  retail 
industry,  the  shift  to  smartphone 
shopping  merits  their  full  atten¬ 
tion.  Unfortunately,  according  to  the 
Newspaprer  Association  of  America, 
only  110  (8  percent)  of  the  nation’s 
1,382  dailies  have  gotten  around  to 
launching  apps  for  the  tablet,  which 
happens  to  be  the  fastest-growing 
electronics  product  since  electricity 
was  discovered. 

To  play  in  the  new  order  of  things, 
publishers  need  to  (a)  talk  with  astute 
merchants  to  discover  their  needs,  (b) 
partner  with  savvy  technologists  to 
meet  said  needs,  and  (c)  get  serious 
about  investing  in  modem  mobile 
platforms.  ■ 
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Windows  8  presents  another  avenue  for  content  distribution;  the  question  is 
whether  it  can  be  profitable  By  Rob  xomoe 

For  publishers  and  editors  looking  to  broaden  their  newspaper’s  digital 
offerings,  the  emergence  of  tablets  has  been  both  a  boon  and  a  curse. 
Widely  heralded  as  a  path  to  new  revenue  streams  and  a  way  to  reach 
a  younger,  more  diverse  audience,  tablet  publishing  also  presents  an 
often  overwhelming  checklist  of  new  skills  to  learn,  strategies  to  brainstorm,  and 


updates  to  be  made. 

Now,  Microsoft  has  entered  the  fray  with  Windows  8,  the  1 
most  radical  overhaul  of  the  company’s  venerable  operat-  I 

ing  system  since  1995.  The  new  platform  gives  publishers  I 
one  more  potentially  game-changing  option  to  attract  new  j 

readers  to  their  products.  Using  the  same  interface  for  both 
desktop  and  mobile  devices,  Microsoft  is  pushing  the  tablet 
experience  onto  home  computer  users,  creating  an  opportu¬ 
nity  for  nevv^papers  to  market  and  monetize  their  content  to 
a  new  set  of  users.  | 

Windows  should  be  an  important  leg  in  any  newsrooms’  I 
digital  media  strategy.  In  its  first  month  alone,  about  40  I 
million  licenses  to  Windows  8  were  sold  on  the  market,  i 
making  it  a  huge  opportunity  for  newsrooms  to  engage  a  | 
large  audience  of  readers  in  a  new  and  innovative  way.  I 

In  addition,  Windows  7  and  Windows  XP  continue  to  ^ 
dominate  the  marketplace  for  desktop  operating  systems,  | 
accounting  for  44.71  percent  and  39.82  percent  of  the  i 
market,  respectively,  according  to  market  research  firm  j 
Net  Applications.  By  comparison,  Apple’s  OS  X  accounts  1 
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for  only  7.13  percent. 

Both  The  New  York  Times  and  The  Wall  Street  Journal 
have  offered  free  news  apps  in  the  Windows  store  since  the 
launch  of  Windows  8  in  October  2012.  In  both  cases,  users 
free  have  access  to  a  top  news  section  within  the  app,  and 
are  able  to  purchase  digital  subscriptions  for  full  access  to  all 
content.  Other  newspapers,  such  as  USA  Today,  Los  Angeles 
Times,  and  the  Chicago  Tribune,  also  have  free  apps  avail¬ 
able  in  the  Windows  Store. 

When  developing  the  New  York  Times'  app,  mobile  project 
manager  Kamal  Grey  said  the  papier  chose  to  take  advantage 
of  several  bells  and  whistles  that  Windows  8  offers  to  devel¬ 
opers,  including  snap  mode,  which  allows  users  to  have  two 
different  applications  open  at  the  same  time,  and  live  tiles, 
which  allow  users  to  pin  any  Times  section  or  blog  to  the 
start  page  of  their  device  in  order  to  see  the  latest  headline 
at  a  glance. 

“We  had  to  think  carefully  through  all  of  the  design  deci¬ 
sions  during  the  development  process,”  Grey  said.  “We  knew 
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>  A  look  at  the  Windows  8  apps  from  the  Financial 
Times,  New  York  Times,  and  USA  Today. 


we  couldn’t  predict  what  device  the 
user  was  going  to  be  on,  so  it  had  to  be 
responsive  to  their  screen  and  had  to 
be  touch-friendly.” 

In  addition  to  its  own  app,  the  Times 
is  also  a  featured  content  provider  in 
the  Bing  News  app,  which  comes  pre¬ 
installed  on  every  device  running  Win¬ 
dows  8,  exposing  Times  reporting  to  a 
significant  number  of  users.  According 
to  Grey,  this  “presents  an  opportu¬ 
nity  to  drive  users  to  our  standalone 
New  York  Times  Windows  8  app  and 
experience  our  content  that  way.  Both 
products  offer  in-app  authentication 
for  existing  Times  subscribers.” 


j  Driving  traffic  on 
all  platforms 

The  Financial  Times  is  another  paper 
that  released  a  Windows  8  app  in 
October,  shortly  after  the  launch  of  the 
new  operating  system  and  Windows 
Store. 

“Mobile  is  an  increasingly  impor¬ 
tant  channel  for  the  Financial  Times, 
driving  25  percent  of  traffic  and  15 
percent  of  subscriptions  to  FT.com,” 
said  Rob  Grimshaw,  managing  direc¬ 
tor  of  FT.com.  “(The  Windows  8  app) 
extends  the  Financial  Times  mobile 
footprint  across  all  three  major  tablet 


platforms,  Windows,  Apple,  and 
Android,  and  ensures  we  offer  readers 
the  choice  of  reading  Financial  Times 
content  anytime,  anywhere,  and  on 
whichever  device  they  choose.” 

One  key  advantage  to  selling  apps  in 
the  Windows  8  Store  is  the  ability  for 
newspapers  to  use  their  own  com¬ 
merce  engine  to  manage  subscriptions. 
This  means  newspapers  that  already 
have  an  e-commerce  system  in  place 
to  handle  subscriptions  can  retain 
customer  information  from  WindoAvs 
users  just  as  they  would  any  other  sub¬ 
scriber,  as  well  as  retain  100  percent  of 
the  revenue. 
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For  newspapers  that  don’t  have  their 
own  commerce  engine  but  still  want 
to  develop  a  Windows  8  app,  Micro¬ 
soft  takes  the  same  30  percent  cut  of 
revenue  generated  that  has  become  an 
industry-vdde  standard  since  Apple 
launched  its  Newsstand  feature  in 
October  2011.  The  major  difference 
between  Windows  and  Apple  is  that 
once  total  revenue  from  app  sales 
reaches  $25,000,  the  revenue  split 
shifts  to  80/20,  meaning  newspapers 
will  keep  more  of  their  revenue. 


Not  just  for  the 
major  metros 

Microsoft  seems  to  have  put  in  a  lot  of 
work  to  make  it  easy  for  newspapers 
lacking  the  resources  of  the  New  York 
Times  to  easily  develop  and  market 
their  own  app.  The  company  provides 
a  bevy  of  tools  to  help  newspapers 


create  their  app,  such  as  templates  and 
an  entire  tutorial  devoted  to  walk¬ 
ing  through  the  options  available  to 
designers. 

Newspapers  can  also  promote  their 
Windows  apps  from  their  own  website 
with  built-in  promotion  available 
through  Internet  Explorer  10.  With  a 
basic  amount  of  coding,  easy  for  most 
webmasters,  the  newspaper’s  web¬ 
site  will  promote  the  app  through  an 
app  button  \vithin  the  browser  itself, 
visible  to  anyone  running  IE  10  on 
Windows  8. 

Microsoft  developers  have  focused 
their  attention  on  making  it  easy  for 
readers  to  find  your  app  and  overcome 
the  issue  of  overcrowding  that  plagues 
so  many  app  stores.  “When  we  set 
out  to  build  the  Windows  Store,  we 
wanted  to  do  the  best  job  of  connect¬ 
ing  people  to  as  many  great  apps  as 
possible,”  said  Ted  Dworkin,  a  pro- 
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gram  manager  for  the  Windows  Store. 

So  is  a  Windows  8  app  right  for  your 
newspaper?  It’s  difficult  to  say,  but 
considering  the  reach  of  the  Windows 
operating  system,  and  the  limited  bar¬ 


i  riers  to  entry,  it’s  definitely  something 


worth  considering,  i 


Rob  Tornoe  is  a  cartoonist  and 
columnist  for  Editor  &  Publisher 
and  can  be  reached  at 
robtomoe@gmail.com. 
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Gary  W.  Randazzo  founded  GWR  Research  after 
a  successful  career  as  a  business  executive. 

Mr.  Randazzo  has  developed  and  implemented 
financial,  marketing  and  management  programs 
for  major  businesses  throughout  the  United  States. 
He  has  also  led  small  and  large  businesses  as  CEO, 
COO  and  CFO.  Mr.  Randazzo  has  established  and  led  several  new  business 
ventures  in  the  U.S.  and  China.  For  the  past  20  years  Mr.  Randazzo  has  served 
as  a  senior  executive  at  two  of  the  largest  newspapers  in  the  United  States. 


Many  of  the  systems  developed  by  GWR  Research  will  appear  In  a  book 
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The  book  will  be  titled  A  Manager's  Guide  to  Building  a  Successful  Business. 
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HOW  CONSULTANTS 


By  Nu  Yang 
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As  publishers  seek  innovative  ways  to  generate  revenue  during  these  financially 
strapped  times,  they  are  looking  beyond  their  office  building  for  outside  help 
from  newspaper  consultants.  Many  consultants  come  from  a  newspaper  back¬ 
ground  and  are  now  offering  their  perspective  in  another  role. 

From  redesigning  an  entire  paper  to  training  a  sales  staff,  consultants  are  voicing  their 
suggestions  on  many  issues  troubling  the  industry  —  and  publishers  are  listening. 


Apply  Here 

When  it  comes  to  finding  a  consultant, 
publishers  should  know  what  their 
problems  are  and  what  challenges 
they  want  to  overcome.  Luckily,  many 
consultants  specialize  in  more  than 
one  area. 

Based  in  Norfolk,  Va.,  Brass  Tacks 
Design  (brasstacksdesign.com) 
launched  in  1992  and  is  now  entering 
its  third  decade  redesigning  newspa¬ 
pers.  Founder  Alan  Jacobson  said  he’s 
“not  focused  on  the  cosmetic  reasons” 
for  a  redesign.  “It  doesn’t  matter  how 
pretty  you  make  it;  if  it  doesn’t  move 
the  needle,  it’s  not  working.” 

He  called  a  newspaper’s  redesign 
“very  strategic.” 

“If  publishers  spend  $1,  they  want  to 
see  $1.01  back,”  he  said.  “Our  goal  is  to 
boost  revenue  and  cut  costs.  Lately,  we 
have  been  redesigning  the  classifieds 
section,  which  is  traditionally  very 
much  neglected,  but  it’s  so  tied  in  to 
revenue.” 

When  publishers  call  Jacobson  about 
a  redesign,  he  puts  the  potential  client 
through  an  interview  process,  where 
he  tells  them,  “A  redesign  is  not  your 
goal. 

“I  go  deeper  with  my  questions,”  he 
said.  “It’s  tjqiical  to  just  think  of  the 
surface,  but  asking  questions  leads  to 
the  core.”  Jacobson  said  that  most  of 
the  time,  publishers  are  looking  for 
solutions  on  how  to  cut  costs. 

For  example,  he  said  the  Bakersfield 
Californian  saw  a  boom  in  real  estate 
advertising  10  years  ago,  but  when 
that  bubble  burst,  the  paper  went 
from  feast  to  famine.  The  redesign 
launched  in  March  2006  after  dra¬ 
matic  cost  cuts  and  with  a  smaller 
staff,  and  Jacobson  said  it  had  to  be 
executed  with  bottom-line  results. 

“We  had  to  simplify  the  design  but 


not  show  the  reader  that  any  of  the 
value  was  lost,”  he  said. 

Detailed  in  a  report  on  brasstacks- 
design.com,  Jacobson’s  strategy  has 
transformed  the  front  page  with  more 
compelling  content  selection  (stories 
and  photos),  presentation,  headline 
writing,  use  of  color  and  typography, 
and  more  emphasis  on  local  news. 

He  also  introduced  new  story  forms 
to  meet  readers’  needs,  with  heavy 
emphasis  on  short-form  journalism, 
and  implemented  a  workflow  in  the 
newsroom  that  encouraged  collabora¬ 
tion  instead  of  the  traditional  assem¬ 
bly-line  model. 

At  the  time  of  the  redesign,  the 
Californian  reported  that  single-copy 
sales  increased  between  8  and  13  per¬ 
cent,  and  there  was  a  jump  of  1,000 
additional  inches  of  advertising  in  the 
redesigned  real  estate  tab. 

The  Republican-American  in  Wood¬ 
bury,  Conn.,  was  facing  a  challenge 
with  its  weekly  County  Life  publica¬ 
tion.  The  goal  of  the  redesign  was  to 


make  the  product  more  useful  and 
unique. 

“We  designed  in  a  way  that  advertis¬ 
ers  think  readers  will  look  at  it,”  Ja¬ 
cobson  said.  In  its  more  “compelling” 
format,  Jacobson  said  the  redesign 
boosted  revenue  673  percent. 

The  Elk  City  (Okla.)  Daily  News 
launched  a  redesign  last  summer  with 
Jacobson.  The  paper  is  published 
Tuesday  through  Friday  and  Sun¬ 
day  and  has  a  circulation  of 4,500. 
Publisher  Elizabeth  Perkinson  said  the 
paper’s  last  redesign  was  in  the  1980s, 
and  she  wanted  a  more  modem  look. 

After  working  with  Jacobson,  Per¬ 
kinson  said  she  was  pleased  to  receive 
positive  feedback  from  readers  and 
advertisers  about  the  redesign,  which 
is  important  in  a  town  of 12,000  with 
two  competing  papers  (see  “Battle  for 
Elk  City,”  E&P,  November  2012). 

Although  the  amount  of  local  cover¬ 
age  is  still  the  same,  Perkinson  said 
it  feels  like  more  content  because  of 
the  new  layout.  “We  just  displayed 
it  better,”  she  said.  “Instead  of  10  to 
12  headlines  on  the  front  page,  we’re 
down  to  three  to  five.” 

She  said  circulation  has  increased 
slightly.  Jacobson  also  helf>ed  train  the 
sales  staff  to  develop  better  strategies, 
including  selling  front  page  advertise¬ 
ments. 

WTien  asked  what  makes  his  services 
stand  out,  Jacobson  said,  “We  get  to 
the  bottom  line.  Other  designers  do 
fine  work,  but  they’re  focused  on  the 
cosmetic.  They  don’t  get  into  the  nuts 
and  bolts,  and  by  nature,  our  clients 
are  worried  about  money.  Our  main 
question  is,  ‘How  will  this  make  pub¬ 
lishers  more  money?”’ 

Located  in  Fayetteville,  N.C., 
Advantage  Newspaper  Consultants 
(newspaperconsultants.com)  offers  a 
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\vide  range  of  ser\ices  including  a  TV 
magazine  ad  sales  program;  Business- 
NOW!,  a  concentrated  sales  training 
and  revenue-generated  initiative; 
Platinum  Advantage,  an  integrated 
ad  sales  program  that  packages  online 
and  print  ads  to  boost  revenue  and  re¬ 
tention;  and  iFolds  Pro,  focused  on  e- 
content,  e-advertising,  and  e-deliver>'. 
The  company  was  founded  in  1996 
and  is  lead  by  president  Tim  Dellinger 
and  vice  president  John  Jones.  The 
company  employs  more  than  20  full¬ 
time  staff  members  nationwide. 
According  to  Jones,  more  than  250 
clients  use  the  company’s  TV  maga¬ 
zine  program.  “About  three  to  four 
years  ago,  newspapers  were  cutting 
back,  but  they  now  realize  the  TV  book 

is  perfect  for  the  newspaper,”  he  said. 

The  Tampa  (Fla.)  Tribune  revamped 
its  TribTV  publication  last  summer.  As 
reported  in  an  Advantage  newsletter, 
the  weekly  TV  magazine  generated  no 

advertising  revenue  for  the  newspaper 
and  was  composed  primarily  of  listing 
grids  with  little  editorial  content.  The 
editorial  and  advertising  staff  at  the 
Tribune  and  production  team  at  Ad¬ 
vantage  worked  together  to  redesign 
the  TV  magazine  to  provide  enteitain- 

ment  value  and  an  array  of  advertising 

positions  in  the  24-page  publication. 
The  result  was  $400,000  in  advertis¬ 
ing  revenue,  exceeding  the  goal  of 

$300,000. 

The  McAlester  (Okla.)  News-Capital 
serves  a  smaller  market  than  the 
Tribune,  but  the  publication,  along 
with  other  papers  owned  by  parent 
company  Community  New'spaper 
Holdings  Inc.,  has  been  using  the  TV 
magazine  for  10  years.  Advantage  also 
helps  the  paper  put  the  TV  magazine 
online  as  part  of  its  electronic  edition. 
The  News-Capital  has  a  daily  circula¬ 
tion  of  6,200  and  a  Sunday  circulation 
of  7,200. 

Publisher  Amy  Johns  said  the  TV 
magazine  saw  a  huge  increase  in  rev¬ 
enue  and  doubled  the  budget  she  had 
predicted.  “Working  with  Advantage 
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“You  can  talk  digital, 
mobile,  apps  until 

the  cows  come  home, 
but  you  need  them 

to  turn  into  a  positive 

revenue  stream.” 
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“We  don’t  want 
to  give  out 
cookie-cutter 
solutions 


has  given  us  a  fresh  attitude,”  she  said. 
“Our  salespeople  have  a  hard  job  to  do. 
They’re  used  to  hearing  ‘no’ ...  having 
Advantage  is  like  havihg  a  new  member 
on  our  sales  team.” 

Johns  said  she  found  value  in  hiring  a 
consultant.  “I  always  have  my  pub¬ 
lisher’s  hat  on,  and  I  look  at  the  risks. 
Consultants  are  worth  it  if  both  the 
publisher  and  ad  manager  are  willing 
to  buy  in ...  consultants  are  there  to 
assist  you,  shed  light,  and  build  new 
energy,  but  they  shouldn’t  be  looked  at 
as  being  a  paper’s  savior.  They  are  the 
icing  on  the  cake,  not  the  cake.” 

Northeast  Mississippi  Daily  Journal 
director  of  sales  and  revenue  manage¬ 
ment  Kerry  Coke  wasn’t  looking  for  a 
consultant  when  Dellinger  contacted 
her  last  year,  but  she  was  curious  to 
hear  what  they  had  to  say  about  their 
TV  magazine  program.  Coke  said  the 
paper’s  weekly  TV  guide  needed  to  be 
revitalized.  After  hearing  Dellinger’s 
proposal,  she  was  skeptical  because  “it 
sounded  too  good  to  be  true.” 

At  the  kickoff  campaign,  Coke  said 
Advantage  consultants  promised  30 
appointments  with  advertisers,  and 
they  were  able  to  deliver  those  30  in 

less  than  eight  minutes. 

Coke  said  she  went  from  a  skeptic  to  a 
believer  when  “everything  (Advantage) 
said  was  going  to  happen,  happened 

...  I  saw  how  they  handled  themselves 
with  my  sales  force,  and  I  saw  that  their 
objective  was  to  make  my  business  a 
success.” 

What  makes  Advantage  stand  out, 
Jones  said,  is  its  willingness  to  talk 
about  revenue.  “Advertising  is  about 
revenue.  Take  that  out  of  the  equation, 

and  you  have  a  major  problem.  You  can 

talk  digital,  mobile,  apps  until  the  cows 
come  home,  but  you  need  them  to  turn 
into  a  positive  revenue  stream.” 

When  working  with  publishers,  Jones 

said  the  goal  is  to  evaluate  each  market 
and  create  more  revenue,  and  they  have 
found  that  online  advertising  has  no 

retention. 

“Look  at  the  core  product,”  he  said. 


V  Len  Kubas 
KubasPrinwdia  Chairman 

referring  to  print.  “We  used  to  offer 
a  strictly  Web  sales  program,  but  we 
stopped  after  18  months  because  we 
found  retention  was  terrible.” 

Jones  said  he  isn’t  anti-Web  or  anti¬ 
digital,  but  he  is  a  big  advocate  of  the 
core  product.  “Digital  revenue  is  like 
the  pot  of  gold  at  the  end  of  the  rain¬ 
bow,  and  until  I  see  it,  we  have  other 
business  to  do.” 

Based  in  Toronto,  KubasPrimedia 
(kubas.com)  was  created  by  the  2010 
merger  of  Kubas  Consultants  and  Pri- 

media  Sales  and  Marketing.  According 

to  chairman  Len  Kubas,  Primedia  is 
the  largest  newspaper  representative 
firm  in  Canada.  Kubas  founded  Kubas 

Consultants  in  1977  after  leaving  his 

position  as  marketing  services  director 
at  the  Toronto  Star.  KubasPrimedia 
has  worked  with  more  than  250  news¬ 
papers  and  publishing  groups  around 
the  world. 

KubasPrimedia  provides  several 
services  focused  on  sales  and  adver¬ 
tising,  including  market  expansion, 
pricing,  sales  programs,  customer 
retention,  and  best  practices.  It  also 
offers  an  ad  cost  calculator  that  can 

be  integrated  with  all  products.  In  ad¬ 
dition,  KubasPrimedia  offers  original 
research  for  the  industry,  including  an 
annual  preview  study  that  surv'eys  daily 
newspaper  executives  and  managers 

on  their  expectations  for  advertising 
revenues  and  what  strategic  initiatives 
they  plan  to  undertake. 

“We  don’t  want  to  give  out  cookie- 

cutter  solutions,”  Kubas  said.  “(News¬ 


papers)  need  in-depth  analysis  on  how 
much  to  spend,  how  often,  what  yields 
—  our  analytics  help  determine  that.” 
Kubas  also  said  he  sees  that  “newspa¬ 
pers  are  not  setting  the  agenda;  adver¬ 
tisers  are  setting  the  agenda.” 

Palm  Beach  (Fla.)  Post  vice  presi¬ 
dent  of  revenue  development  Charles 
(Jerardi  said  he  hired  Kubas  in  2003 
after  he  saw  his  depressed  advertising 
rates.  “I  knew  we  could  do  better,  and 
I  was  looking  for  strategies  that  would 
capture  yield  in  our  market.”  The  Post 
has  a  daily  circulation  of 136,000  and  a 

Sunday  circulation  of 104,000. 

Gerardi  said  Kubas  suggested  modu¬ 
lar  formats,  which  would  cut  costs  euid 

save  revenue.  Kubas  explained  in  a 

Local  Media  Association  article  that 
the  modular  strategy  “involved  packag¬ 
ing  and  pricing  ads  based  on  a  selected 

number  of  standard  units,  rather  than 
allowing  advertisers  to  buy  an  infinite 
number  of  ad  sizes  using  variable  space 
measures  such  as  column  inches  or 
agate  lines.” 

Gerardi  said  Kubas  also  introduced 
a  multidimensional  pricing  structure 
with  a  number  of  different  levels 

compared  to  their  former  national  and 

local  retail  options. 

He  said  there  were  several  variables 
that  Kubas  helped  implement,  in¬ 
cluding  tying  contracts  together  with 
one  level  of  commitment,  therefore 
simplifying  discussion  with  the  adver¬ 
tiser;  breaking  down  businesses  into 

categories  for  more  effective  pricing, 

and  allowing  the  paper  to  create  new 


editorandpublisher.com 


JANUARY  2013  |  ESP  |  29 


Trier 

ystr 


r-M  tilatrt 
•5.95  M- 


□cf:  Ifctcinrf 

M«.95  ... 


results  in  the  first  year.  “We  started 
with  197  ad  sizes.  Now  we  have  less 
than  20.  The  presentation  is  much 
cleaner,  and  the  average  frequency  and 
ad  sizes  went  up.” 

Gannett’s  director  of  revenue  initia¬ 
tives  Molly  Evans  said  she  has  worked 
with  Kuhas  and  his  team  on  several  oc¬ 
casions  in  a  few  markets  over  the  last 
10  years.  “Initially,  the  biggest  benefit 
was  the  techniques  (and)  best  practices 
consultants  brought  to  the  table.  Over 
time,  after  developing  skills  and  expe¬ 
rience  by  doing  it  (implementing  the 
new  pricing  strategy),  the  big  benefit 
to  me  was  the  analysis  work  they  can 
do.  With  less  staff  resources,  and  in 


marketplaces;  understanding  that  the 
higher  the  frequency,  the  better  the 
variable;  changing  the  pricing  based 
on  the  day  of  the  week  as  opposed  to 
just  daily  and  Sunday  prices,  allowing 
more  flexibility  for  the  advertiser;  and 
applying  built-in  pricing  advantages, 
where  the  larger  the  ad,  the  better  the 
rate. 

“We  learned  that  not  one  size  fits  all,” 
Gerardi  said.  “Before,  so  much  of  our 
advertising  pricing  was  based  on  a  gut 
feeling;  now  we’ve  brought  custom¬ 
izing  to  our  pricing ...  Kubas  helped 
show  us  there  is  more  of  a  science  to 
that  gut  feeling  approach.” 

Gerardi  said  the  paper  saw  p)ositive 


“Sadly, 
there  is  still 
potential  in 
print  that 
papers  are 
walking 
away  from.’ 


PocoNO  Record 


1X11 

B[u' 

Need  to  drive  revenue  &  readership  in  2013? 

Our  team  has  proven  solutions  to  help  you  deliver: 

•  Recurring  new  online  revenue  streams 

•  Print  readership  &  circulation  growth 
•  Print  &  web  classified  revenue  increases 

•  A  more  engaging  web  site  | 

I  •  Successful  consulting,  outsourcing  or  training  media  solutions  j 

Bill@creativecirclemedia.com  •  401-455-1555  •  945  Waterman  Ave.,  East  Providence,  RI  02914 


Creative  Circle 

MEDIA  SOLUTIONS 


smaller  markets  where  depth  of  man¬ 
agement  experience  is  less,  the  analysis 
is  a  huge  component  of  the  work.” 


Changing  Times 

Publishers  aren’t  the  only  ones  who 
have  had  to  adjust  to  the  evolving 
industry'  landscape;  consultants  have 
had  to  adjust  to  the  times  as  well.  From 
redesigning  websites  to  figuring  out 
how  to  boost  digital  dollars,  consultants 
have  also  added  more  to  their  plates. 

Creative  Circle  Media  Solutions  (cre- 
ativecirclemedia.com)  was  founded  in 
1982  by  Bill  Ostendorf,  former  Provi¬ 
dence  (R.I.)  Journal  managing  editor 
for  visuals  and  new  product  develop¬ 
ment.  He  left  his  newsroom  position 
in  2000  to  consult  full  time.  According 
to  Ostendorf,  his  company  has  rede¬ 
signed  450  newspapers  and  200  media 
websites. 

In  2004,  Creative  Circle  introduced 
several  software  options.  The  newest 
products  include  QuickAds,  a  platform, 
that  allows  any  website  to  benefit  from 
simple,  text-based,  self-service  display 
ads;  and  PressReleaseQ,  which  collects, 
manages,  publishes,  archives,  and  mon¬ 
etizes  local  business  news. 

“QuickAds  was  designed  to  get  a  lot 
of  advertisers  —  print,  classifieds,  and 
Web  —  on  a  publication’s  website  and 
do  it  in  a  fast,  cheap,  easy,  and  flexible 
way,”  Ostendorf  said.  “It  was  also  built 
to  allow  local  ad  managers  to  create 
new  and  Iresh  ideas  online  in  a  mat¬ 
ter  of  minutes  with  no  programming 
or  technical  knowledge.  You  can  get 
creative  with  QuickAds  and  go  after 
existing  or  new  markets  in  a  lot  of  dif¬ 
ferent  ways.” 

Regarding  PressReleaseQ  Ostendorf 
said,  “Publishing  and  providing  top 
SEO  for  business  news  and  press  re¬ 
leases  is  a  $5  billion  business  for  others, 
but  newspapers  can  do  this  better  than 
anyone  else  locally.  So,  we  built  a  plat¬ 
form  that  not  only  delivers  great  SEO 
and  generates  new  revenue  but  is  also 
a  big  time-saver  in  the  newsroom.  This 
is  all  new  money  and  should  be  an  easy 


six-figure,  recurring  revenue  stream  for 
any  metro  market.” 

Ostendorf  said  his  consulting  work 
still  focuses  on  improving  the  print 
product,  but  there  are  more  requests  for 
customized  digital  software.  “It  reflects 
the  industry,”  he  said.  “The  transition 
is  messy  and  difficult,  and  sadly,  there 


is  still  potential  in  print  that  papers  are 
walking  away  from.” 

He  said  that  in  2004,  his  services  were 
focused  100  percent  on  print  with  90 
percent  centered  on  editorial.  Today,  it’s 
85  {percent  digital,  with  60  percent  of 
that  revolving  around  revenue. 

“(Publishers)  all  want  to  figure  out 
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“We  wanted  an  original,  creative 
design  —  not  a  template,”  VanHorn 
said.  “But  it  was  also  critical  to  have 
a  content  management  system  that 
was  easy  to  use,  highly  functional, 
and  supported  by  a  team  of  experts. 
We  knew  from  working  with  (Osten- 
dorf)  on  other  projects  that  he  and  his 
team  are  driven  to  produce  outstand¬ 
ing  work  and  over-the-top  customer 
service.” 

GWR  Research  (gwrresearch.com) 
founder  Gary  Randazzo  has  embraced 
the  changing  industry  formats,  saying 
he  believes  the  Internet  is  not  disrup¬ 
tive  technology.  “It’s  sustaining ...  and 
it’s  unfair  (for  newspapers)  to  cre¬ 
ate  separate  news  organizations  and 
projects  for  it ...  it  should  be  treated  as 
another  way  to  serve  customers.” 

Randazzo;  who  has  served  as  senior 
vice  president  at  the  Houston  Chronicle 
and  as  executive  vice  president  and 
general  manager  of  the  San  Francisco 
Chronicle,  left  Hearst  Corp.  in  2005  to 
work  full-time  at  his  marketing  and 
management-consulting  firm  in 
Spring,  Texas. 

He  said  his  services  recently  have 
focused  on  financial  system  designs, 
sales  management,  and  structure 
review.  When  working  with  newspa¬ 
pers,  he  said  his  goal  is  to  “define  a 
strategy,  look  at  the  current  adver¬ 
tisement  and  structure  base,  and  find 
new  revenue  streams.” 

The  Jewish  Herald-Voice  in  Houston 
worked  with  Randazzo  a  few  years 
ago  to  address  some  of  the  paper’s 
challenges.  The  weekly  paper  has 
5,000  paid  circulation  and  30,000 
readership.  President  and  advertising 
manager  Vicki  Samuels  said  the  pa¬ 
per’s  goals  included  “cutting  expenses 
without  cutting  payroll,  and  adding 
incentive  for  the  salespeople.” 

“I’ve  been  in  the  newspaper  business 
for  20  years,  and  I  was  running  out 
of  new  ideas,”  she  said.  “We  wanted 
to  hear  new  ideas  from  an  experi¬ 
enced  eye.” 

The  family  owned  business  has  been 
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how  to  make  money  with  less  staff,” 
he  said.  “That’s  not  the  only  way  to 
get  ahead.  They  need  to  improve  the 
product.” 

In  Middletown,  N.Y.,  the  Times 
Herald-Record  used  Creative  Circle  to 
redesign  the  nevyspaper  and  sev¬ 
eral  other  newspapers  in  the  clus¬ 
ter  including  the  Pocono  Record  in 
Stroudsburg,  Pa.,  and  two  weekly 
newspapers.  The  Record  has  a  daily 
circulation  of  60,000  and  a  Sunday 
circulation  of  70,000. 

Record  executive  editor  Derek 
Osenenko  said  his  paper  underwent 
two  redesigns  in  2008  and  2010,  re¬ 
ducing  the  size  of  the  tabloid  publica¬ 
tion,  and  transforming  it  to  the  size 
of  the  New  York  Post.  “It  really  forced 
us  to  push  local  news,  create  sections, 
and  adjust  our  plan  to  execute  on  a 
smaller  size.” 

Creative  Circle  also  helped  engi¬ 
neer  a  copy  desk  consolidation  that 
reduced  expenses.  Osenenko  said  the 
staff  in  Middletown  also  streamlined 
production  with  the  Pocono  Record, 
which  was  a  challenge  because  the 
Pocono  Record  was  a  broadsheet.  He 
said  Ostendorf  and  his  staff  created 
an  original  redesign  for  the  Pocono 
Record  and  didn’t  rely  on  templates. 
Ostendorf  said  the  paper  experienced 
an  increase  in  newsstand  sales  as  a 
result  of  the  redesign. 

Ostendorf  also  redesigned  the  print 
classified  sections,  introducing  liner 
ads  in  the  regular  run  of  the  paper.  “It 
opened  up  numbers,  added  revenue, 
and  targeted  advertisers  who  normal¬ 
ly  would  advertise  with  us,”  Osenenko 
said.  “It  also  extended  our  reach  out 
to  a  wider  audience.” 

Creative  Circle  also  redesigned  the 
website  and  weekly  electronic  pub¬ 
lication  of  the  Southern  Newspaper 
Publishers  Association.  Executive  di¬ 
rector  Edward  VanHorn  said  the  as¬ 
sociation  could  have  selected  to  work  • 
with  a  “younger,  edgier”  technology 
firm  but  chose  Ostendorf  s  company 
because  it  understood  newspapers. 


►  Gary  Randazzo 
GWR  Research  founder 
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“Define  a 
strategy,  look 
at  the  current 
advertisement 
and  structure 
base,  and  find  new 
revenue  streams.” 


FROM  THE 
OUTSIDE  IN 

Hiring  a  consultant  can  be  well 
worth  the  time,  energy,  and 
money,  as  long  as  the  con¬ 
sultant  is  the  right  fit  for  your 
business.  If  you’re  consider¬ 
ing  hiring  one,  here  are  some 
tips  on  what  to  look  for  when  - 

researching  and  selecting  a  consultant. 

‘‘Find  people  that  will  tell  you  the  truth,  not  what  you 
want  to  hear,"  Advantage’s  Jones  said. 

“You  need  someone  who  will  understand  your  prob¬ 
lem,"  Ostendorf  of  Creative  Circle  said.  “A  lot  of  consul¬ 
tants  will  take  on  jobs  but  do  not  have  experience 
with  that  issue.  They  need  to  have  had  dealt  with  that 
problem  before." 


“Talk  to  other  clients,  particularly  if 
they  are  working  on  similar  proj¬ 
ects,”  KubasPrimedia’s  Kubas  said. 

‘"Think  about  the  overall  costs,” 
SNPA  executive  director  \fenHom 
said.  “The  lowest  price  is  not  always 
the  best  buy.” 

“Are  they  willing  to  take  on  cal¬ 
culating  risks?"  Palm  Beach  Post's 
Gerardi  asked.  “And  will  they  keep  your  objectives 
first?” 

Jacobson  of  Brass  Tacks  Design  said  rapport  is  impor¬ 
tant.  “You  should  treat  it  like  a  short-term  marriage 
...  be  clear  with  your  goals."  Jacobson  said  he  starts  in 
Microsoft  Word,  where  he  asks  his  clients  to  list  three 
goals.  “When  it's  in  writing,  they’re  more  commit¬ 
ted  to  that  one  sheet  of  paper ...  you  can’t  hit  your 
target  if  you  don’t  know  what  you're  aiming  at." 


in  publication  since  1908.  “We’ve 
worked  with  the  same  vendors  for 
years  and  years,  and  we  think  the 
price  we’re  being  given  is  fine,” 
Samuels  said.  “It  never  occurred  to 
us  to  go  back  and  get  a  better  deal.” 
In  particular,  Samuels  said  Randaz- 
zo  helped  them  negotiate  with  their 
printer  to  get  competitive  rates  and 
control  their  expenses. 

Randazzo  also  helped  create  a 
budget  for  a  digital  edition  and 
create  incentives  for  the  sales  staff. 
Samuels  said  the  incentives  mo¬ 
tivated  the  sales  team  and  caused 
them  to  work  harder  and  sell  more, 
bringing  in  more  revenue  for  the 
company.  “Anything  (Randazzo) 
suggested  is  still  in  place,”  she  said. 

Mel  Taylor,  founder  of  Mel  Taylor 
Media  (meltaylormedia.com),  based 
in  Philadelphia,  has  more  than  25 
years’  experience  in  television,  ra¬ 
dio,  and  newspapers.  For  the  past  15 
years,  Taylor  said  he  has  been  work¬ 
ing  with  the  Internet  space,  helping 
traditional  local  media  go  after  the 
digital  world. 

Taylor  listed  his  most  in-demand 


services  as  search  engine  and  social 
media  optimization;  email  market¬ 
ing  and  creating  a  database  with  the 
ability  to  capture  email  addresses; 
and  advertorials  (specifically,  adver¬ 
tising  videos). 

“The  number  one  thing  I  try  to 
teach  newspapers  is  they  are  a 
marketing  agency,”  he  said.  “They 
can  help  small  businesses  with  all 
forms  of  marketing  and  advertising 
...  newspaper  sales  reps  need  to  be 
seen  as  more  than  paper.” 

Taylor  said  he  primarily  works 
with  publishers  on  several  challeng¬ 
es,  including  making  over  their  sales 
and  media  kit,  which  is  often  out  of 
date;  inventory  management,  where 
Taylor  will  go  into  the  paper’s  ad 
server  and  see  where  they  can  make 
money;  and  learning  how  to  create 
good  contracts  with  advertisers. 

He  said  what  makes  his  services 
stand  out  is  his  experience  with  all 
media  and  his  focus  on  the  “unsexy 
part  of  the  business,  such  as  pricing 
and  contracts  —  the  reasons  why 
papers  are  struggling  with  making 
money.”  ■ 
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Prospering  in  the  New  Year 
with  Digital  Print 

Emerging  from  its  financial 
struggles,  Kodak  thinks  this 
may  be  the  year  inkjet  web 
technology  makes  a  larger  leap 
.to  newspapers.  Here’s  why  ... 


Ringing  in  2013  could  be  a  prosper¬ 
ous  proposition  for  newspaper 
print  production  personnel.  At  the 
WAN-IFRA  World  Publishing  Expo 
in  Frankfurt  this  past  fall,  Kodak  said  it  is 
extending  its  Stream  Inkjet  Technology'  and  Pros¬ 
per  press  platform  to  newspaper  printing  in  2013 
to  enable  ftilly  digital,  color  page  production. 
Customers  used  Stream  technology  to  inkjet  print 
some  10  billion  pages  last  year  alone,  an  uptick  of 
nearly  50  percent  over  2011,  marketing  director 
Will  Mansfield  recently  told  online  magazine 
My  Print  Resource.  But  not  many  of  those  were 
newspaper  pages  —  not  yet,  anyway. 

This  tech  migration  makes  sense  for  Kodak, 
which  for  more  than  100  years  has  provided 
newspaper  customers  with  flexible  solutions  that 
streamline  production  and  incr  ease  efficiency.  As 
the  market  has  changed  and  demands  on  news¬ 
paper  publishers  have  increased,  Kodak  has  kept 
pace,  offering  a  portfolio  of  solutions  that  address 
the  need  for  faster  production  with  high  quality 
at  lower  costs.  This  portfolio  includes  workflow 
and  automation  solutions,  computer-to-plate  de¬ 
vices,  plates,  proofing,  screening,  digital  printing, 
and  services. 

“Kodak  is  the  world  leader  in  printing  produc¬ 
tion  workflow,”  wrote  industry  consultant  Heniy 
Freedman  in  his  quarterly  newsletter,  “Technol¬ 
ogy  Watch,”  for  myprintresource.com.  “With 
over  18,000  licenses  of  its  Prinergy  software  and 
24  of  the  25  world’s  largest  book  producers  as 
customers,  Kodak  rules  workflow,”  he  added. 


>  The  manroland  Colorman  coldest  web  press  prints  at  a  maximum  web  speed  of 
more  than  43  feet  per  second,  a  bit  short  of  the  Kodak  Prosper  S30  Imprinting 
System’s  fuli  potential  of  49  ft./sec. 


*  The  Hamburg-Ahrensburg  offset  printing  plant  is  one  of  three  newspaper  printers 
operated  by  Axei  Springer  AG. 
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“Having  its  own  software  along 
with  the  purchase  of  3M/Imation 
and  Creo/Scitex  makes  Kodak  the 
world  leader  in  production  color 
management  for  printing.” 

In  the  inkjet  space,  the  Prosper 
press  platform  is  already  em¬ 
braced  by  direct  mail  printers  and 
book  publishers.  In  2013,  Kodak 
anticipates  more  newspaper 
printing  applications.  Based  on 
innovative,  proprietary  Stream 
Inkjet  Technology,  the  existing 
platform  delivers  digital  with¬ 
out  compromise,  enabling  print 
service  providers  to  produce  offset 
class  output  in  terms  of  quality, 
productivity,  and  cost  for  their 
clients.  For  example,  the  Prosper 
5000XL  Press  brings  offset  class 
output  approaching  175  lines  per 
inch  with  roll-fed  speeds  of  up  to 
650  feet  per  minute  (fpm)  and  fea¬ 
tures  a  monthly  duty  cycle  of  up  to 
90  million  A4  letter-size  pages. 

Karen  Mitchell,  worldwide  direc¬ 
tor  of  Kodak’s  publishing  segment, 
said,  “The  beauty  of  the  Prosper 
technology  is  that  it  is  scalable, 
meaning  that  we  can  use  (it)  to  de; 
velop  targeted  solutions  for  almost 
any  application.  The  benefits  for 
newspaper  professionals  will  be 
many.  For  e.xample  ...  newspaper 
printers  can  enjoy  higher  speed, 
greater  width,  and  better  image 
quality  compared  to  many  of  the 
drop-on-demand  technologies  in 
the  market  today.” 

Fast,  ^hybrid* 
imprinting 

The  Prosper  S-Series  Imprinting 
Systems  currently  available  for 
newspaper  printers  and  publishers 
enable  inline  digital  printing  on  an 
offset  press  for  variable  data  at  full 
press  speeds.  With  a  print  width 
of  up  to  4.16  inches,  the  S-Series 
can  be  used  for  monochrome  or 
CMYK  production  and  run  at 
speeds  up  to  3,000  fpm  with  a 
maximum  resolution  for  newspa¬ 
per  applications  of  600  x  300  dpi. 
These  solutions  give  newspapers 


the  ability  to  seamlessly  combine 
digital  content  with  offset  content 
to  drive  higher  value  for  readers 
and  advertisers  alike. 

There  has  been  some  activity  in 
the  news  space  since  the  U.K.’s  CN 
Newsprint  group  became  Kodak’s 
first  customer  to  use  the  600  dpi 
Prosper  S20  Imprinting  System  in 
a  newspaper  production  environ¬ 
ment.  The  manufacturer  says  to 
expect  even  more  inkjet  news 
going  forward.  Digital  imprint¬ 
ing,  after  all,  provides  a  way  to 
“version”  or  personalize  advertis¬ 
ing  campaigns  by  enriching  static 
content  with  variable  information 
and  pictures.  In  addition  to  simple 
options  for  local  advertising  with 
no  plate  changes,  it  makes  it  easier 
to  integrate  print  in  cross-media 
marketing  campaigns,  helping 
brands  to  create  tighter  online  and 
offline  communications.  Sequen¬ 
tial  winning  numbers,  variable 
OR  codes,  and  different  URLs  or 
graphics,  for  example,  mean  no 
two  newspaper  copies  contain 
exactly  the  same  ad. 

According  to  a  release  from  CN 
Newsprint,  the  company  can  print 
a  4.1-inch  area  that  can  include  a 
serial  number,  barcode,  graphic, 
or  even  a  bingo  card  that  is  totally 
unique  to  each  copy.  This  capac¬ 
ity  is  available  on  everything  from 
four-page  promotional  flyers  to  a 
64-page  tabloid,  with  print  runs 
ranging  from  small  to  millions  of 
copies  weekly.  Advertisers  are  us¬ 
ing  the  high-impact,  cost-effective 
technology  to  enhance  marketing 
campaigns,  increase  website  traf¬ 
fic,  and  drive  foot  traffic  to  stores/ 
locations. 

For  instance,  Furness  Newspa¬ 
pers  recently  employed  hybrid 
imprinting  on  a  ticket  promo¬ 
tion.  “The  overall  campaign  has 
been  a  huge  success.  We  had  119 
entries  via  text  and  online  to  win 
tickets  over  the  two  days  we  were 
promoting  it,”  said  Furness  deputy 
advertising  director  Craig  Kirkpat¬ 
rick.  “The  client  loved  the  creative 


MORE  REAL-WORLD 
EXAMPLES 


After  extensive  testing  with  Kodak's  support,  the  first 
reai  production  run  with  versioned  advertising  got  off 
the  ground  in  October  2011,  with  an  advertisement  in  an 
industry  supplement  of  Hamburger  Abendblatt  Each  of 
the  220,000  copies  of  a  Kodak  ad  motif  was  printed  with  a 
unique  prize  code  via  inkjet  imprint  using  the  Prosper  S30. 
The  code  was  the  password  to  a  lottery  with  a  printer  as  the 
top  prize. 

Another  example  is  the  large-scale  campaign  run  by 
German  newspaper  Bild  for  its  Hamburg  readers  over  a 
period  of  several  weeks  in  April  to  May  2012.  In  the  Cash 
Million  lottery,  tickets  bearing  a  one-off,  inkjet-imprinted 
number  combination  were  included  with  the  newspaper  at 
the  start  of  the  week.  Readers  were  urged  to  compare  their 
numbers  with  the  daily  lucky  numbers,  with  a  chance  to 
win  cash  and  other  prizes  at  the  end  of  the  campaign.  The 
program  was  designed  to  strengthen  reader  loyalty. 

A  similar  prize  draw  was  organized  last  May  when  ap¬ 
proximately  35,000  copies  of  Welt  Kompaktwere  imprinted 
every  day  with  the  Prosper  S30  system.  An  exclusive  prize 
code  on  the  tabloid's  title  page  held  the  key  to  desirable  con¬ 
sumer  electronics.  The  promotipn  was  originally  supposed 
to  last  only  two  weeks,  but  the  publisher  extended  it  two 
more  weeks  due  to  the  campaign's  success. 

Hybrid  production  on  the  web  press  will  almost 
certainly  be  stepped  up  followii  ig  such  a  positive  experi¬ 
ence,  according  to  Springer  managers.  An  extra  20  minutes 
of  makeready  time  are  normally  scheduled  when  the 
Prosper  S30  system  is  involved,  because  the  position  of  the 
printhead  must  be  manually  adjusted  perpendicular  to  the 
web  travel  direction.  The  position  of  the  inkjet  image  is  opti¬ 
mized  in  the  printing  direction  with  the  help  of  manroland 
web  systems  software.  "We  start  by  operating  the  press  at 
proof-printing  speed,  then  set  all  of  the  offset  parameters 
and  simultaneously  pre-adjust  the  inkjet  head,"  Benthack 
said.  "In  the  past,  we've  also  had  to  include  another  stop 
for  recalibration  and  the  fine  adjustment,  but  this  won't  be 
necessary  in  the  future." 

In  the  medium  term,  the  printer,  manroland  web 
systems,  and  Kodak  will  optimize  the  installation  to  reduce 
makeready  time  to  just  a  few  minutes,  make  the  setup 
easier  to  use,  and  improve  registration.  A  powered  drive  and 
remote  control  of  the  printhead  position  on  the  crossbar  of 
the  web  press  desk  will  play  a  particularly  important  role 
here,  along  with  technical  measures  to  reduce  the  registra¬ 
tion  tolerance  to  0.1  mm  throughout  the  speed  range. 

"Our  initial  campaigns  with  Welt  Kompakt  and  Bild 
here  in  the  Hamburg  region  were  an  unqualified  success,” 
Drensek  said.  "Thanks  to  the  vast  personalization  options, 
this  technology  has  enormous  potential  and  has  a  major 
role  to  play  in  our  future." 
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production 

Hi  ■  ■  ■ 


in  one  second,  a  perfecting  color 
Prosper  5000XL  press  jets  an  amazing 

14  billion  color  dots  of  ink  —  Henry  Freedman  of  “Technology  Watch’ 


aspect  we  were  able  to  deliver  them  and 
loved  the  fact  we  were  using  the  digital 
head.”  CN  prints  more  than  25  million 
newspapers  annually  at  a  clip  of  about 
60,000  per  hour.  Guy  Forrester,  CN  print 
division  general  manager,  said,  “If  we  can 
maintain  these  speeds  and  print  variable 
data  inline,  it  will  be  a  huge  boost  to  our 
business.” 

The  company  is  testing  specialty  appli¬ 
cations  such  as  retail  marketing,  vouch¬ 
ers,  interactive  games,  and  lotteries,  and 
discussing  them  with  its  broad  customer 
base.  “We  print  a  lot  of  inserts  and  supple¬ 
ments  for  leading  supermarkets,  such  as 
Tesco,  Asda,  and  Sainsburys,”  Forrester 
said.  “We’re  looking  at  how  we  can  use  the 
Kodak  Prosper  SlO  Imprinting  System  to 
customize  the  inserts  by  geography,  with 
unique  vouchers  and  interactive  games. 
Another  option  is  barcoding  for  inclusion 
in  retail  promotions,”  he  said.  “With  the 
SlO’s  variable  data  capabilities,  we  can 
print  unique  barcodes  that  can  be  re¬ 
deemed  at  a  supermarket  checkout.  These 
are  huge  commercial  opportunities  for  CN 
Newsprint.” 

In  the  fall  of  2011,  the  Axel  Springer 
offset  plant  in  Hamburg-Ahrensburg, 
Germany,  began  using  the  S30  system 
for  variable  publishing  and  advertising 
campaigns  in  printed  newspapers.  One 
of  its  six  manroland  Colorman  newspa¬ 
per  presses  has  been  equipped  wdth  this 
Kodak  imprinting  system,  which  can 
deliver  consistently  high  quality  with 
600  X  200  dpi  resolution  at  web  speeds 
approaching  3,000  fpm  (almost  50  ft./ 
sec.).  Much  like  CN  is  doing,  the  com¬ 
bination  of  conventional  coldset  web- 
offset  and  high-speed  inkjet  printing 
means  variable  data  can  be  imprinted 
into  static  content  without  compromis¬ 
ing  web-offset  productivity. 


^  Kodak  5000XL  HR 


How  it’s  configured 

The  Prosper  S30  Imprinting  System  is 
installed  in  the  superstructure  of  the  Col¬ 
orman  press.  This  configuration  affords 
flexibility,  as  one  web  can  be  printed  by 
two  different  towers,  depending  on  the 
web  lead.  With  this  imprinting  arrange¬ 
ment,  variable  elements  can  be  printed 
on  the  newspaper’s  outer  pages  as  well  as 
on  selected  inner  pages.  For  integration 
purposes,  manroland  web  systems  had 
to  alter  the  web  feed  routes.  Various  web 
guide  rollers  and  crossbars  were  fitted  so 
that  the  printhead  and  other  mechani¬ 
cal  components  could  be  mounted.  The 
inkjet  printing  zone  is  located  exactly  over 
a  guide  roller,  guaranteeing  a  constant 
gap  of  only  a  few  millimeters  between  the 
printhead  and  the  web. 

“We  keep  in  close  contact  with  our 
manufacturers,  and  it  was  through  Kodak 
that  we  learned  about  digital  imprinting,” 
said  Thomas  Drensek,  head  of  offset  print¬ 
ing  at  the  Springer  plant.  “We  originally 
considered  it  five  or  six  years  ago,  when 
manroland  web  systems  began  carrying 
out  in-house  tests.  We  installed  our  first 
Kodak  Imprinting  System  —  a  Versamark 
DH6240  printhead  —  as  part  of  an  experi¬ 
mental  setup  in  the  web  press  in  2010.” 

The  Prosper  S30  Imprinting  System 
supports  variable  monochrome  printing 
within  a  4-5/32-inch  zone  across  the  com¬ 
plete  product  cut-off  length.  Axel  Springer 
uses  the  system  with  water-based  Kodak 
pigment  ink,  which  it  pulls  from  20-liter 
cubitainers  directly  alongside.  The  black 
density  achieved  with  this  ink  on  news¬ 
print  is  similar  to  offset. 

Holger  Benthack,  Axel  Springer  produc¬ 
tion  manager,  outlines  the  basic  specifi¬ 
cation  for  the  imprinting  solution:  “For 
us,  speed  is  hugely  important,  because 
we  can’t  afford  for  production  to  slow 


IMPROVED 

FINANCING 

APPROVED 


In  late  November,  Kodak  announced  that 


it  received  and  accepted  an  offer  from  the 
Steering  Committee  of  the  Second  Lien 
Noteholders  Committee  for  interim  and 
exit  financing  totaling  S830  million  in  loans. 
The  commitment  strengthens  Kodak's  po¬ 
sition  to  successfully  execute  its  remaining 
reorganization  objectives  and  emerge  from 
Chapter  ITin  the  first  half  of  2013, 

“As  we  continue  to  progress  toward 
successful  emergence,  we  remain  focused 
on  doing  what  is  best  for  the  company's 
creditors  and  other  stakeholders,  including 
our  customers,  suppliers,  and  employees," 
said  CEO  Antonio  Perez.  “We  are  pleased 
that  these  existing  creditors  have  come 
forward  with  a  new  proposal  that  offers 
better  terms ...  The  improved  financing 
commitment  provides  a  longer  maturity, 
lower  fees  and  pricing,  and  greater  liquidity 
than  our  previously  announced  (Nov.  12) 
commitment.  This  is  a  vote  of  confidence  in 


the  future  of  our  company," 

The  financing  is  subject  to  completion  of 
definitive  financing  documentation  and 
Bankruptcy  Court  approval  at  a  hearing  to 
be-scheduled  soon. 


down.  Obviously,  we  needed  high 
imprinting  quality  —  on  par  with 
offset,  if  possible.  Space  was  a  con¬ 
sideration  too  —  our  staff  needed 
plenty  of  room  to  operate  the  press. 
And  from  the  customer’s  point  of 
view,  availability  is  crucial. 

“The  Prosper  S30  System  delivers 
on  all  fronts.  In  the  old  days,  digital 
imprints  were  only  possible  using 
the  DH6240  System  with  240  x 
120  dpi,  at  no  more  than  35,000 
cylinder  revolutions  an  hour,”  Ben¬ 
thack  said.  “With  the  S30  System, 
we’re  achieving  42,500  revolutions 
—  the  equivalent  of  13.2  meters  a 
second.  Plus  the  higher  resolution 
and  the  more  vivid  black  are  crucial 
advances.”  ■ 
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PRINT  AND  FINISH 
NEWSPAPERS, 

THEN  BOOKS 

In  late  November,  the  new  Oce  JetStream  5500  full- 
color  inkjet  printing  system  and  the  manroland  web 
systems'  variable  pin  folder  FoldLine  VPF  211  were  an¬ 
nounced.  The  JetStream  5500  full-color  inkjet  printing 
system  prints  5,140  A4  images  per  minute  or  30,000  B2 
format  sheets  per  hour  on  a  30-inch- wide  web.  The  multi¬ 
purpose  manroland  web  systems'  variable  pin  folder  cre¬ 
ates  professional  tabloid  and  broadsheet  newspapers.  This 
heavy-duty  solution  producing  more  than  8,000  24-page 
tabloid  newspapers  per  hour  stems  from  the  partnership  of 
Oce  and  manroland. 

"What  makes  this  solution  so  unique  is  the  ability  to 
produce  professionally  finished  newspapers  during  the 
night,  and  then  during  the  day  shift  professional  books, 
booklets  and  magazines,  all  on  one  system,"  said  Se¬ 
bastian  Landesberger,  executive  vice  president  of  Oce 


Commercial  Printing.  “We  are  giving  customers  the  best 
of  both  worlds.  Not  only  can  they  produce  finished  prod¬ 
ucts  with  the  highest  quality,  this  solution  maximizes  the 
customer's  return  on  investment  like  no  other  solution  in 
the  market." 

Using  the  industry-proven  Ocd  DigiDot  inkjet  drop-on- 
demand  and  multilevel  technology,  an  excellent  image 
quality  of  600  x  480  dpi  is  achieved  at  833  fpm,  and  a  656 
fpm  result  in  premium  1200  dpi  perceived  image  quality. 
The  FoldLine  can  keep  up  speed- wise,  producing  broad¬ 
sheet  newspapers  with  up  to  96  pages  and  up  to  12  news¬ 
paper  sections  at  833  fpm.  The  solution  permits  variability 
in  formats,  number  of  newspaper  sections,  cut  lengths, 
etc.  Book  signatures  and  cylinder-stitched  booklets  in  a 
number  of  different  formats  can  be  delivered  with  ex¬ 
tremely  short  makeready  times. 


'i- 


m  INKJET  FAST 
^ENOUGH? 


Digital  print  technology  has 
made  tremendous  strides  in 
the  past  five  years,  especially  ' 
in  the  transactional  print, 
direct  mail,  and  book-publishing  seg¬ 
ments.  Further  penetration  of  inkjet 
into  truly  commercial  printing  was 
expedited  last  year,  as  2012  saw  more 
coated,  treated  papers  come  on  line 
suitable  for  inkjet  printing.  The  wider, 
web-fed  inkjet  presses  now  can  run  up 
to  1,000  fpm,  or  5,000  8.3  x  11.7-inch 
A4  pages  per  minute,  at  133-lines-per- 
inch  resolution.  Some  imprint  head 
modules  can  image  nearly  a  mile  of 
paper  every  60  seconds,  up  to  5,000 
fpm.  (See  above.) 

“Technology  Watch’  research  shows 
that  Kodak  systems  attain  speeds  of 
1,000  fpm  —  and  greater  —  daily  on 
production  plant  floors,”  said  editor/ 
consultant  Henry  Freedman,  who  spent 
more  than  835  hours  last  year  scrutiniz¬ 
ing  Stream  and  Prosper  technologies. 
“Because  we  have  found  that  Kodak 
presses  not  only  print  at  a  higher  speed 
but  also  can  print  at  a  higher  quality  at 
a  higher  speed  than  other  presses,  we 
are  confident  in  declaring  that  Kodak 


is  class-leading,”  Freedman  concluded. 
The  newsletter’s  eight-page,  spring 
2012  edition  details  his  findings,  look¬ 
ing  “under  the  hood”  of  the  1000  model 
and  examining  the  Prosper  design, 
including  ink,  print  heads,  and  media. 

Still,  Jim  Hamilton,  group  director 
at  market  research/consulting  firm 
InfoTrends,  and  other  industry  analysts 
question  whether  color  inkjet  web  print¬ 
ing  speeds  ever  will  be  fast  enough  for 
true,  mainstream  newspaper  applica¬ 
tions  —  even  with  light  ink  coverage  on 
uncoated  bond  paper.  That  is  why  we 
are  seeing  hybrid  configurations  in  this 
segment,  too,  such  as  Kodak’s  aforemen¬ 
tioned  Prosper  imprinting  systems  and 
KBA’s  30.7-inch  RotaJET  76. 

The  latter,  a  high-volume,  500  fpm 
digital  web  press,  was  developed  in 
collaboration  with  mega  print  firm  RR 
Donnelley.  The  RotaJET  can  output 
up  to  3,000  four-color  A4  pages  per 
minute  (that’s  85  million  per  month)  at 
600  dpi  resolution.  According  to  Oliver 
Baar,  project  manager  for  KBA  digital 
printing  systems,  it  unites  innovative 
precision  engineering,  high-powered 
hardware  and  software,  and  cutting- 


edge  piezo  inkjet  technology  to  create 
an  industrial-scale  production  tool  for 
short  runs  and  personalized  prints. 

The  RotaJET  initially  is  targeting  the 
book,  brochure,  commercial,  direct 
mail,  and  magazine  sectors,  with 
packaging  and  newspapers  to  follow, 
according  to  KBA.  The  two  arrays  of 
56  printing  heads  that  arch  over  the 
two  large  central  impression  cylinders 
can  be  moved  aside  for  cleaning  and 
maintenance  purposes.  The  printheads 
are  automatically  aligned  (or  “stitched” 
because  the  configuration  resembles 
back-stitching)  and  cleaned.  Inter¬ 
nal  systems  communications  and  the 
integration  of  third-party  systems  are 
JDF-enabled. 

Visitors  to  drupa  last  spring  saw 
demonstrations  of  variable  production 
based  on  the  popular  APPE  (Adobe 
PDF  Print  Engine)  workflow.  With  its 
powerful  front-end  kit,  the  RotaJET 
can  handle  large  volumes  of  data  at 
maximum  speed  in  fiill-color  produc¬ 
tion.  The  digital  press  also  pumped  out 
gang-stitched  magazines  and  promo¬ 
tional  brochures  via  a  SigmaLine  inline 
finishing  system  from  Miiller  Martini.  ■ 
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Recognizing  the  multitaskers, 
MacGyvers,  and  late-night  hero^ 

who  keep  the  presses  running 


It’s  been  a  few  years  since  E&P  has 
recognized  the  Production  All-Stars 
of  the  newspaper  industry,  so  we  were 
overdue  for  some  tales  of  creative 
Bondo  application  and  emergency  mis¬ 
sions  to  Home  Depot.  Luckily,  this  year’s 
batch  of  nominees  did  not  disappoint. 


The  universal  theme  across  this  year’s  nominations  was 
multitasking:  not  just  willingness,  but  the  ability  to  tackle 
any  problem  that  pops  up.  Perhaps  this  is  because  newspa¬ 
pers  across  the  country  are  searching  for  every  way  pos¬ 
sible  to  do  more  with  less.  Perhaps  it’s  because  production 


attracts  a  special  breed  of  people.  Whatever  the  reason,  this 
year’s  candidates  are  truly  .Jacks  (and  Jills!)  of  all  trades, 
and  narrowing  the  field  to  five  all-stars  was  a  tall  order. 

Mechanical  know-how  is  a  must,  but  it’s  the  leadership 
and  business  savvy  of  these  Production  All-Stars  that  sets 
them  apart  from  the  field.  From  forging  unlikely  partner¬ 
ships  to  bringing  in  additional  commercial  printing  jobs, 
these  production  and  operations  professionals  do  whatever 
it  takes  to  keep  the  lights  on  for  their  publication. 


Fluuuciiol 
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CHRIS  JOHNSTON  PfOtluction  director,  Sierra  Nevada  Media  Group 


hris  Johnston  got  his  start  on  a  Goss  Urbanite  at  a  small 
Oregon  daily  in  2001. 

“What  I  enjoyed  most  about  that  particular  position  was 
the  ability  to  create  something  new  on  a  daily  basis.  I  found 
nhe  position  to  be  both  challenging  and  rewarding,”  John¬ 
ston  said.  “Ultimately,  it  was  this  role  that  ignited  my  pas¬ 
sion  for  the  production  side  of  the  newspaper  business.” 

Today,  Johnston  is  production  director  of  Sierra  Nevada  Media  Group 
^(part  of  Swift  Communications),  which  operates  seven  newspapers  in 
Northern  California  and  Nevada,  and  their  respective  Web  properties.  The 
group  is  able  to  produce  approximately  200  press  runs  each  month  on  its 
30-unit  Manugraph  DGM  440  wth  two  folders  and  one  tower  of  UV. 

SNMG  general  manager  Mark  Raymond  said  Johnston  has  made  a  tre¬ 
mendous  impact  by  increasing  efficiency,  improving  machine  throughput 
times,  increasing  quality,  and  reducing  waste.  Johnston  has  also  brought 
the  group  additional  revenue  in  the  form  of  commercial  print  sales. 

“He  has  all  but  eliminated  insertion  errors  in  the  mailroom,  which  had 
been  a  recurrent  problem,”  Raymond  said.  “Chris  is  a  valued  member 
of  our  senior  leadership  team  and  plays  an  important  role  in  building  a 
company-wide  culture  of  quality,  accountability,  and  responsiveness  to 
internal  and  external  customers’  needs.” 

Johnston  said  one  of  the  biggest  challenges  of  being  a  production  direc¬ 
tor  is  constantly  growing  and  evolving  alongside  the  rest  of  the  industry, 
specifically  “transforming  from  a  good  newspaper  printer  to  a  diverse 
commercial  printing  operation  that  focuses  on  growing  business  through  a 
quality-  and  customer-service-driven  environment.” 

His  advice  for  managing  that  transformation  is  to  know  that  you’re  not 
in  it  alone.  “Always  treat  your  employees  and  customers  fairly  and  with 
respect.  Always  do  the  right  thing,  even  when  no  one  is  watching,”  John¬ 
ston  said. 


“Always  treat  your 
employees  and 
customers  fairly 
and  with  respect. 
Always  do  the 
right  thing,  even 
when  no  one  is 
watching.” 
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[3  AVID  LAVIGNE  operations  director,  North  of  Boston  Media  Group 


he  role  of  operations  director  has  changed  dramatically 
. '  -  in  the  past  decade,  and  David  Lavigne  of  North  of  Boston 

Media  Group  has  rolled  with  the  punches  to  not  only  get 
the  papers  out  each  morning,  but  to  bring  in  new  contracts 
and  partnerships. 

“It’s  difficult  to  find  an  operations  director  who  regularly 
rolls  up  his  sleeves  to  repair  equipment,  but  also  has  a  handle  on  online 
and  mobile  advertising,”  said  general  manager  Jim  Falzone.  “He’s  com¬ 
fortable  coordinating  the  installation  of  an  ad  production  and  e-proofing 
system,  or  changing  the  drive  chain  on  the  gripper  conveyor.” 

Lavigne  oversees  production  of  four  daily  newspapers  and  a  host  of  other 
publications  on  a  Goss  Metro  press  that  has  been  meticulously  maintained 
for  more  than  40  years. 

“What  drew  me  to  production  is  the  mechanical  side  of  things,”  Lavigne 
said.  “For  years  I  have  looked  at  what  the  current  process  is  and  what  we 
can  do  to  improve  it.  What  can  we  do  to  make  it  more  efficient?  In  produc¬ 
tion,  you  have  the  ability  to  make  these  decisions  and  monitor  the  outcome 
until  it  is  improved.” 

His  mechanical  aptitude  may  be  what  got  him  in  the  door,  but  his  skills  in 
managing  finances  and  human  resources  are  what  got  him  to  the  position 
of  director  nearly  14  years  after  being  hired  as  maintenance  manager  at 
NOBMG’s  flagship  Eagle-Tribune. 

As  an  example  of  Lavigne’s  leadership,  Falzone  cited  the  group’s  TMC 
(total  market  coverage)  partnership  with  the  nearby  Boston  Globe.  “In  a 
sort  of  David  and  Goliath  situation,  Dave  helped  convince  the  Globe  that  • 
our  smaller  packaging  center  was  the  better  place  to  produce  our  joint 
project  of  more  than  150,000  copies  per  week.  At  its  one-year  anniversary 
the  project  has  been  deemed  a  huge  success,  saving  hundreds  of  thousands 
of  dollars  in  postage,”  Falzone  said. 


“In  production, 
you  have  the 
ability  to  make 
these  decisions 
and  monitor  the 
outcome  until  it 
is  improved  ” 
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3C01  r  L 15 TER  Production  manager,  Black  Hills  Pioneer 


Ask  Scott,  he’ll  know  what  to  do”  is  a  common  refrain 
at  the  Black  Hills  Pioneer,  although  publisher  Letitia 
Lister  admits  that  sometimes  he’s  just  called  “Mac- 
Gyver.” 

Scott  and  Letitia  Lister  have  been  married  for  25 
years  and  have  worked  together  at  the  small  daily  in 
Spearfish,  S.D.,  for  22  of  those  years,  so  she  knows  perhaps  too  well  the 
challenges  and  tribulations  of  being  a  production  manager. 

“(Scott)  has  to  be  half  mechanic,  half  computer  engineer,  half  drill 
sergeant,  and  half  mother  hen  —  all  of  which  add  up  to  the  two  people  he 
has  to  be  so  he  can  be  in  two  places  at  the  same  time,”  she  said. 

Despite  his  hands-on  resourcefulness,  Scott  Lister  actually  got  his  start 
in  the  circulation  department  and  even  held  the  position  of  circulation 
director  for  three  years  before  he  was  promoted  to  production  manager. 
“I  have  always  enjoyed  working  with  mechanical  equipment  and  getting 
my  hands  dirty,  so  being  in  production  is  a  perfect  fit,”  Scott  said. 

The  Pioneer  runs  an  in-line,  eight-unit  Goss  Community  press,  vintage 
1960s.  “I  enjoy  the  unique  challenge  an  older  press  poses;  it  keeps  you  on 
your  toes,”  he  said.  “The  biggest  challenge  has  been  keeping  up  with  the 
changes  in  technology  on  the  front  end  of  our  operation,  while  still  using 
older  equipment  to  get  the  final  product  out.” 

Scott’s  skills  range  from  troubleshooting  software  and  welding  broken 
parts,  to  coercing  electricians  to  make  late-night  house  calls  and  braving 
blizzards  to  pick  up  stranded  employees.  He  takes  the  job  seriously. 

“I  encourage  our  production  staff  to  put  out  the  best  product  possible 
every  day  and  to  keep  finding  ways  to  improve,”  he  said.  “That’s  how  we 
keep  customers  coming  back  and  how  we  attract  new  business  for  the 
future.” 


“The  biggest 
challenge  has 
been  keeping  up 
with  the  changes 
in  technology  on 
the  front  end  of 
our  operation, 
while  still  using 
older  equipment 
to  get  the  final 
product  out  ” 
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CLIFA  RICHARDSON 


€,  7  lifa  Richardson  is  the 
only  production  man¬ 
ager  who  was  nomi¬ 
nated  as  a  Production 
All-Star  not  hy  her  boss 
or  a  peer,  but  by  one  of 

her  customers. 

“She  tracks  inserts  for  all  these  publica¬ 
tions  and  is  the  first  to  call  businesses 
inserting  into  the  newspaper  as  well  as 
the  newspaper  to  see  that  advertising 
and  marketing  hit  the  publications  they 
want,  when  they  want,  and  how  they 
want,”  said  Jack  Mitchell,  publisher  of 
the  Amador  Ledga  Dispatch,  which  out¬ 
sources  all  of  its  printing  to  the  Record. 
The  Record  handles  its  commercial 
printing  business  on  a  Brock  Solutions 
TKS  press,  and  as  a  20-year  employee, 
Richardson  is  the  point  person  for  cus¬ 
tomers  large  and  small.  “I  love  working 
with  people,  so  that  part  of  my  job  is 


Production  mailroom  manager,  The  Record 
(Stockton,  Calif.) 


“I  love  working 
with  people,  so  that 
part  of  my  job  is 
easy  to  do.” 


easy  to  do,”  she  said. 

Richardson  was  working  in  the  paper’s 
advertising  department,  when  her  tal¬ 
ents  caught  the  attention  of  the  mail- 
room  manager. 

“I  started  at  the  Record  in  advertising, 
making  plates  for  the  press  and  making 
up  page  boards  to  be  shot  to  film,  when 
I  was  handpicked  by  Howard  Carter  — 
who  was  the  mailroom  manager  before 
he  retired  —  to  move  over  to  the  mail- 
room  as  a  supervisor,”  Richardson  said. 

Mitchell  thinks  Carter  made  the  right 
choice.  “(She’s)  always  making  sure 
the  mailroom  staff  is  ready  to  handle 
what  comes  in  and  schedules  the  right 
number  of  people  to  keep  costs  dowm,” 
Mitchell  said.  “She’ll  be  the  first  to  say 
it  is  a  team  effort.  Every  team  needs 
a  strong  leader,  and  at  the  Stockton 
Record  they  have  found  one  in  Clifa 
Richardson.” 


Way  to  go  Joe! 


The  Atlanta  Journal-Constitution 
and  Cox  Media  Group 
offer  a  hearty 

CONGRATULATIONS 

TO 

JOE  MCKINNON 

on  being  named  a 
2012  Production  All  Star. 

We’re  proud  of  the  work  you  and 
your  team  do  everyday! 


The  Atlanta 
Journal-Constitution 


COKMEOi^) 


nuuuuiluj  I 


l^p  M r'U' I  Kl  Nl OKI  Vice  president  of  fulfillment, 
JWIZ  I  lUKMININWIN  Journal-Constitution 


It  should  come  as  no  surprise  that  the  son  of  a  Linotype  opera¬ 
tor  and  proofreader  grew  up  to  lead  fulfillment  at  a  national 
newspaper  group.  Since  joining  Cox  Media  Group  in  1997, 
Joe  McKinnon  has  become  known  for  his  depth  of  knowledge 
across  all  newspaper  operations. 

“He  is  directly  responsible  for  helping  the  A/C  achieve  effi¬ 
ciencies  necessary  to  build  a  sustainable  business  model,”  said  A/Zanto 


Journal-Constitution  publisher  Amy  Glennon.  “His  customer-focused 


style,  strategic  approach  to  labor  issues,  and  his  ability  to  bring  people 


together  to  not  only  solve  problems  but  execute  effectively  makes  him 


stand  out  above  the  rest.” 


The  A/C  prints  on  four  TKS  BW  double-vride  presses,  and  the  paper 
has  added  shaftless  towers  to  all  of  them  to  expand  color  capability. 

“It’s  tough  to  go  into  a  new  operation  and 
challenge  procedures  that  have  been  in  place 
for  decades,  but  it  is  necessary.” 


McKinnon  said  the  greatest  chal¬ 
lenge  of  his  career  was  moving  to 
a  new  operation  and  starting  over. 
“The  A/C-is  the  fourth  newspaper 
production  operation  that  I  have 
managed.  Every  operation  that  I 
have  moved  to  has  had  procedures 
in  place  that  no  longer  made  sense 
and  didn’t  contribute  to  improv¬ 
ing  efficiency  or  lowering  cost.  At 
each  location  I- met  outstanding, 
hard-working  people.  They  just  did 
not  regularly  look  at  their  operation 
and  question  why  they  were  doing 
something  a  certain  way,  or  explore 
other  ways  to  do  the  same  thing,” 
he  said. 

And  that  exploration  for  new  ef¬ 
ficiencies  has  paid  off  at  the  A/C. 

“In  addition  to  the  many  effi¬ 
ciency  moves,  Joe  has  added  to  the 
top  line  through  new  commercial 
printing  business  he  has  secured,” 
Glennon  said.  “Joe  and  his  team 
regularly  find  creative  ways  to  get 
things  done  while  having  a  positive 
impact  on  the  bottom  line.” 

“At  the  end  of  the  day,  we  all  get  a 
newspaper  produced  and  delivered 
to  the  customer,  but  there  are  a  mil¬ 
lion  ways  to  do  that,  and  some  are 
more  efficient  than  others,”  McKin¬ 
non  said.  “It’s  tough  to  go  into  a  new 
operation  and  challenge  procedures 
that  have  been  in  place  for  decades, 
but  it  is  necessary.”  ■ 
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Education,  networking,  ^ 
and  business  were  the 
focus  in  Frankfurt , 

Kristina  Ackermann 


¥  Expo  attendees  gather  for  one  of  many  Media  Port  presentations  that 
were  hosted  throughout  the  week. 


editorandpublisher.com 


Publishers,  journalists,  production  ven¬ 
dors,  and  techies  from  every  corner  of 
the  digital  market  met  in  Frankfurt,  Ger¬ 
many,  during  the  last  week  of  October 
for  World  Publishing  Expo  2012. 

Hosted  by  the  World  Association  of  Newspapers  and 
News  Publishers  (WAN-IFRA),  the  expo  featured  daily 
educational  seminars  and  networking  opportunities 
in  addition  to  exhibitors  catering  to  every  aspect  of  the 
newspaper  business.  This  year,  WAN-IFRA  chose  to 
host  production,  .software,  digital  publishing,  and  other 
vendors  all  under  one  roof,  making  the  expo  a  one-stop 
destination  for  publishers  seeking  to  learn  new  strate¬ 
gies  and  find  the  tools  to  implement  those  strategies. 
While  the  U.S.  newspaper  market  has  been  nothing  to 
write  home  about  as  of  late,  the  global  market  is  a  differ¬ 
ent  story  in  many  cases.  Expo  spotlighted  this  optimism 
in  its  daily  program  of  Media  Port  presentations,  in 
which  speakers  shared  the  ideas  and  information  driv¬ 
ing  successful  case  studies  in  Europe  and  other  regions. 
Themes  from  these  presentations  set  the  tone  for  the 
course  of  the  expo. 

Driving  mobiie  profit 

The  one  question  that  is  top-of-mind  for  publishers  all 
over  the  world  is  how  to  make  money  by  publishing 
content  on  tablets  and  smartphones. 

Mobile  platforms,  and  to  a  lesser  extent  social  media, 
are  a  category  of  distribution  that  publishers  know  they 
need  to  have,  but  they’re  still  struggling  to  find  a  path 
to  sustainable  returns  on  that  investment.  Many  of  the 
Media  Port  presentations  centered  on  this  theme. 

Kaj  Ritala,  digital  media  product  manager  for  Finn- 
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*  Signing  a  contract  at  World 
Pubiishing  Expo  2012,  L-R: 
Nina  Pauls  (ppi  Media), 
Thomas  Hoppe  (SchwSbisch 
Media),  Kiaus  Zelimer 
(Schwabisch  Media),  and  Dr. 
Sabine  Jihmiich  (ppi  Media). 


ish  newspaper  Hufvudstadsbladet, 
(HBL),  shared  his  strategy  for  cater¬ 
ing  to  a  bilingual  readership  —  a 
challenge  not  unlike  the  one  faced 
by  many  U.S.  newspapers  in  ethni¬ 
cally  diverse  markets.  Rather  than 
presume  that  bilingual  readers  have 
the  time  and  money  to  subscribe  to 
and  read  two  different  newspapers 
(they  don’t),  HBL  instead  introduced 
a  weekly  digital  news  magazine  to 
target  the  Swedish  minority  living  in 
pinland.  Those  readers  still  get  the 
daily  Finnish  news  covered  in  the 
standard  edition  of  HBL,  but  they 
also  get  a  tablet-ready  supplement,  in 
Swedish,  that  covers  cultural  issues 
specifically  relevant  to  them. 

Though  publishers  still  bicker  over 
whether  it’s  best  to  pursue  an  ad- 
supported  or  subscription-supported 
model,  there  is  nearly  unanimous 
agreement  that  a  tablet  or  mobile 
news  product  must  offer  more  than 
static  PDFs  of  a  print  product  in 
order  to  be  successful.  The  number  of 
vendors  that  specialize  in  producing 
dynamic,  engaging,  multimedia  expe¬ 


riences  on  tablets  and  smartphones 
—  especially  the  iPad  —  are  multiply¬ 
ing  daily,  and  many  were  represented 
in  the  expo  halls. 

One  company  with  a  unique  solu¬ 
tion  is  Netherlands-based  imgZine, 
which  helps  publishers  create  dynam¬ 
ic,  magazine-like  apps  that  update  in 
real  time  —  similar  to  Flipboard  or 
Zite.  The  solution  includes  a  content 
publishing  platform,  native  tablet  and 
smartphone  apps,  and  an  analytics 
dashboard.  Chief  operating  officer 
Wilbert  Smits  demonstrated  how 
the  product  pulls  the  photos,  news 
stories,  and  other  content  that  you’re 
already  publishing  on  your  website  • 
and  presents  it  in  an  mgaging  and 
interactive  app  that  caters  to  a  “lean 
back”  reading  style. 

Integration 

Another  hot  topic  at  the  expo  was  in¬ 
tegrating  workflow  for  multiple  plat¬ 
forms  into  one  system.  Between  print, 
Web,  digital  editions,  social  media, 
iPhone  apps,  iPad  apps,  and  apps  for 
Android  smartphones  and  tablets. 


one  news  story  can  go  through  the 
publishing  workflow  five  or  six  times 
in  order  to  be  published  everywhere. 
This  is  not  only  time  consuming  and 
tedious,  but  it  can  introduce  errors 
and  cause  needless  duplications  in 
workflow.  Systems  that  integrate  all 
these  processes  into  one  workflow 
are  becoming  increasingly  popular 
among  publishers. 

Software  powerhouse  Adobe  was 
on  hand  to  demonstrate  the  latest 
iteration  of  its  Creative  Suite  package 
of  edit  and  design  tools,  which  allow 
users  to  specify  the  destination  of 
the  product  being  created  within  the 
software  —  so  a  stoiy  destined  for  the 
Web,  print,  and  a  digital  edition  only 
has  to  be  laid  out  once.  WoodWing 
is  another  popular  multi-channel 
publishing  solution  that  integrates 
with  Adobe  Creative  Suite  to  manage 
editorial  and  advertising  content  for 
print  and  digital  all  in  one  program. 

Publishers  are  becoming  more  and 
more  aware  of  the  need  to  integrate 
social  media  into  the  mix  of  con¬ 
tent  creation  and  gathering  tools, 
but  many  are  struggling  to  make 
this  effort  easy  and  seamless.  PCS  is 
an  innovative  publishing  software 
company  that  has  put  social  media 
right  at  the  heart  of  its  digital  content 
management  offering,  and  has  served 
the  United  Kingdom  publishing 
industry  for  40  years,  having  devel¬ 
oped  one  of  the  very  first  electronic 
journalist  tools  in  the  early  1970s. 

At  the  World  Publishing  Expo, 

PCS  unveiled  its  cloud-based  digital 
content  management  and  publishing 
solution.  Knowledge.  This  editorial 
system  has  fully-integrated  social 
media  monitoring,  management,  and 
engagement. 

“Knowledge  comes  with  a  built-in 
data  analysis  and  text  summarization 
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engine.  Every  piece  of  text  enter¬ 
ing  the  system  is  mined  and  its  ke3'^ 
concepts  analyzed  —  as  are  the  links 
between  them,”  said  PCS  managing 
director  Phil  Walker.  “The  system 
is  able  to  suggest  the  concepts  that 
dominate,  that  is  to  say,  ‘this  text  is 
probably  about  X,  Y,  or  Z’  and  when 
associated  with  match-lists  can  ap¬ 
ply  intelligence  and  structure  where 
before  there  was  none.” 

Knowledge  allows  publishers  to 
make  sense  of  social  media  and  feed 
the  information  into  a  publishing 
workflow  to  inform  content  creation, 
quickly  and  responsively.  Knowledge 
complements,  a  strong  stable  of  PCS 
products  for  advertising,  circulation, 
and  real  estate  marketing. 

Publishers’  demand  for  integrated 
tools  extends  beyond  content  produc¬ 
tion,  as  evidenced  by  the  near-con¬ 
stant  flow  of  expo  attendees  at  Lineup 
Systems’  booth.  A  multi-channel 
media  system  vendor.  Lineup  was 
offering  live  demos  of  its  Web-based 
AdPoint  system.  At  the  expo.  Lineup 
signed  a  new  business  agreement 
with  the  Hackney  Citizen,  a  London- 
based  newspaper  with  estimated 
readership  of  30,000,  for  print  and 
online  advertising  CRM,  booking, 
and  finance  management. 

Lineup’s  SaaS  products  are  a  com¬ 
plete  advertising  solution  that  adapt 
to  the  type,  scale,  and  complexity  of 
the  media  customer.  Other  Lineup 
clients  include  Metro  International, 
Time  Out  London,  Time  Out  New 
York,  Archant  (the  U.K.’s  largest 
independent  regional  publisher). 
Village  Voice  Media,  and  Abu  Dhabi 
Media. 

Responsive  design  & 
HTML5 

Keeping  with  the  theme  of  integrated. 


>  Handshake  at  the  World  Publishing  Expo,  L-R:  Claus  Harders  (ppi 
Media),  Ralf  Biischemann  (Lippische  Landes-Zeitung),  and  Martin 
Ruble  (ppi  Media). 


alVMuldr 
Highspeed 
Addre&img  System 

Modular  Addressirra  System 
providing  high  performance 
and  flexibility  in  the  mailing 
and  sorting  process 


¥  Sitma’s  930-BJ  modular  addressing  system 

multiplatform  publishing,  many  of 
the  Media  Port  presentations  catered 
to  publishers  wishing  to  learn  more 
about  HTML5  and  responsive  Web 
design  (see  the  Oct.  2011  and  Apr. 
2012  issues  of  E&P,  respectively). 

Belgium-based  digital  publishing 
company  Twipe  presented  what  it 
calls  its  NextGen  HTML5  tablet  app, 
and  demonstrated  how  the  capabili¬ 
ties  of  responsive  design  provide  the 
ideal  format  to  present  rich  content 
across  all  devices  — iOS,  Android, 
even  Windows  8. 

As  a  case  study,  Twipe  chief  execu¬ 
tive  officer  Danny  Lein  presented 
the  company’s  work  with  Corelio, 
the  largest  newspaper  publisher  in 
Belgium.  Corelio  utilizes  a  mix  of  free 
content  on  mobile  and  the  Web,  and 
paid  content  on  tablets  and  in  print. 
The  Twipe  SaaS  allows  publishers 
to  easily  manage  all  these  different 
platforms  and  pay  models. 

WAN-IFRA  Magazine  partnered 
with  Twipe  to  produce  the  tablet  and 
mobile  versions  of  its  World  Publish¬ 
ing  Expo  newspaper.  Gazette. 

Global  market 
bullish  on  print 

Print  production  vendors  reported 
upticks  in  international  business 
at  the  World  Publishing  Expo. 
Markets  such  as  China,  India,  and 


R  J 

Sywm 

Compact  mail  table  for  paper 
labeller  and  inkjet  printer 


Latin  America  are  heavy  consumers 
of  printed  newspapers,  with  their 
booming  populations  and  demand  for 
information. 

Automated  workflow  provider 
ppi  Media  kept  busy  at  the  expo, 
signing  contracts  with  Schwabisch 
Media  (publisher  of  German  daily 
Schwdbische  Zeitung),  (jerman  • 
daily  Lippische  Landes-Zeitung,  and 
Bremer  Tageszeitungen  AG  (publish¬ 
er  of  (ierman  daily  Bremer  Nachrich- 
ten).  ppi  offers  a  suite  of  products 
that  automate  everything  from  page 
assembly  and  ink  reduction  to  proof¬ 
ing  and  distribution.  Its  web-to-print 
solution  OM  portal  delivers  a  finished 
product  in  just  four  steps,  and  inte¬ 
grates  the  publisher’s  customers  in 
the  workflow  so  they  can  edit  orders, 
supply  print  data,  and  generate 
proofs  and  releases. 

Sitma,  Italian  manufacturer  of 
packaging  and  distribution  systems, 
was  at  the  expo  to  demonstrate  its 
compact  labelers,  inserters,  and 
stackers.  The  machines  offer  speeds 
from  15,000  to  60,000  products 
per  hour  and  are  ideal  for  publish¬ 
ers  working  with  minimal  space  for 
post-press  equipment.  In  addition  to 
newspapers,  Sitma  services  commer¬ 
cial  printing  and  mailing  operations 
and  direct  marketing  customers.  ■ 
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Companies  that  provide  publishing 
leaders  products  and  services  that 
help  save  time,  generate  new  revenue 
models  and  strengthen  existing  ones. 


SAXOTECH 


Publishing  Made  Easier, 

More  Profitable  in  a  Digital  Age 


SAXOTECH 

Phone:  +1  (813)221-1 600  Website: 

Fax:+1  (813)221-1604  www.saxotech.com 

E-mail:  info@saxotech.com 

Who  We  Are 

SAXOTECH,  a  leader  in  content  management,  circulation  and  advertising 
solutions,  is  dedicated  to  helping  media  companies  meet  the  challenges  and 
seize  the  opportunities  of  publishing  in  the  digital  age. 

For  20  years,  through  a  combination  of  transformative  technology  and  un¬ 
paralleled  expertise,  we've  partnered  with  some  of  the  best  media  companies 
in  the  world  to  streamline  their  print  and  digital  operations,  centralize  their  re¬ 
porting  and  content  aggregation,  and  free  up  their  newsrooms  to  focus  on 
what  they  do  best  —  local  coverage. 

SAXOTECH's  scalable,  easy-to-implement  solutions,  are  now  used  by  more 
than  1 ,000  media  organizations  worldwide. 

How  would  a  newspaper  benefit  from  your 
product  or  service? 

SAXOTECH  Mediaware  Center,  the  most  comprehensive  multichannel  media 


solution  available  today,  brings  both  print  and  digital  publishing 
together  in  profitable  ways. 

SAXOTECH  Online  provides  the  ability  to  create,  edit  and  present 
information  through  multiple  digital  channels  from  a  single  point  of 
administration. 

SAXOTECH  Circulation  and  SAXOTECH  Directory  Publishing  Center 
supports  the  increasing  demands  placed  on  publishers  to  retain  and 
increase  s.ubscribers  and  to  maximize  local  revenue  opportunities. 

SAXOTECH  Connect  provides  the  targeted  delivery  of  content  and  ad¬ 
vertising  to  site  visitors  based  upon  their  readership  habits  and  profile 
data. 

These  SAXOTECH  solutions,  along  with  a  full  line  of  professional 
services  designed  to  complement  them,  help  media  companies  compete 
and  profit  in  the  digital  age  by: 

•  Streamlining  and  centralizing  operations  for  faster,  more  efficient 
publishing 

•  Improving  workflow,  usability  and  employee  satisfaction 

•  Reducing  operating  costs  while  developing  new  digital  revenue 
channels 

•  Distributing  premium  content  across  print,  online,  mobile  phone  and 
tablet  platforms 

•  Creating  more  revenue  with  targeted  content  and  advertising 
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Alliance  for 
Audited  Media 


The  New  Audit  Bureau  of  Circulations 
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Alliance  for  Audited 
Media 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:224-366-6949 

E-mail: 

Kristina.Meinig@auditedmedia.com 

Website: 

auditedmedia.com 

Who  We  Are 

AAM  is  a  not-for-profit  membership  or¬ 
ganization  that  exists  for  the  benefit  of 
advertisers  and  the  media  they  use.  Our 
unique  membership  defines  us  and  dif¬ 
ferentiates  us  from  other  organizations 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri¬ 
fied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
credible,  comparable  AAM  data.  Advertis¬ 
ers  gain  confidence  and  accountability 
for  their  marketing  investments. 

Our  vast  membership  includes  the  ma¬ 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 

Each  constituency  is  represented  on  the 
AAM  board  of  directors  and  together, 

AAM  members,  the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 


Benefits 

As  a  collaborative  organization,  AAM  provides  credible,  independently  verified  informa¬ 
tion  that  is  essential  to  the  media  buying  and  selling  process.  AAM's  industry-developed 
services  enhance  communication  with  media  buyers,  and  its  new  Media  Intelligence 
Center  provides  a  better  understanding  of  the  local  market  with  reliable  data.  AAM's 
Consolidated  Media  Report  (CMR)  generates  a  comprehensive  view  across  multimedia 
products  for  newspapers.  Audience  Snapshot  allows  U.S.  daily  newspapers  to  incorporate 
the  world  of  print  and  online  readership  alongside  detailed  circulation  stats. The  Preprint 
Projection  Center  is  an  online  tool  that  helps  newspapers  streamline  preprint  quantities, 
zones,  dates  and  distribution  90  days  in  advance  ohhe  distribution  date,  updating  pro¬ 
jected  circulation  data  monthly  from  a  secure,  confidential  centralized  location. 


Testimonial 

Media  buyers  are  voicing  their  support  for  AAM's  CMR.  Chris 
Cope, founder/president  and  CEO  of  ACGMedia  and  chairman  of 
the  Newspaper  Buyers' Advisory  Committee  believes  that  the 
CMR  efficiently  evaluates  each  publication's  cross-functionality. 
"It's  valuable  to  see  multiple  channels  in  a  single  document  so  we 
have  a  comprehensive  picture  of  what  we're  evaluating,"  Cope 
said."We  can  also  see  where  one  medium  can  complement  and 
enhance  the  effectiveness  of  another. This  (the  CMR)  can  be  a 
good  thing  in  that  newspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions." 


Chris  Cope,  CEO  of  ACGMedia  and 
chairman  of  the  AAM  Newspaper 
Buyers'  Advisory  Committee 


Success  Story 

AAM  recently  created  a  Consolidated  Media  Report  (CMR)  for  the  Chicago  Region- 
Wide  Network  (CRWN),  which  included  The  Chicago  Sun-Times,  one  of  the  many  news¬ 
papers  affiliated  with  the  media  company.  With  multiple  titles  and  a  variety  of 
platforms  attached  to  the  CRWN  name,  AAM's  CMR  proved  to  be  the  best  option  for 
displaying  the  company's  readership,  usage,  circulation,  and  net  combined  audience 
for  print,  web,  and  mobile."lt's  a  very  flexible  report  and  allowed  us  the  opportunity  to 
really  communicate  the  depth  and  breadth  of  our  portfolio,"  said  Courtney  Price,  vice 
president  of  audience  development  at  Sun-Times  Media.  CRWN  presented  each  news¬ 
paper's  reach  in  terms  of  readership  through  various  self-created  graphics  that,  with 
the  help  of  AAM's  customizable  CMR,  clearly  displayed  these  statics  in  an  accurate  and 
comprehensible  manner. 
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Julie  Moreno 

has  been 
named 
president  and 
publisher  of 
the  Tallahas¬ 
see  (Fla.) 
Democrat.  She 
previously  served  as  pub¬ 
lisher  of  The  Gaston  Gazette  in 
Gastonia,  N.C.,  since  2010,  and 
as  North  Carolina  regional  vice 
president  of  Freedom  Commu- 
•  nications,  which  owns  the  Ga¬ 
zette.  Moreno  began  her  career 
with  Freedom  Communications 
in  1986  as  an  account  execu¬ 
tive  at  The  Brownsville  (Texas) 
Herald  Since  then  she  has  held 
publishing  roles  at  the  Clow's 
(N.M.)  News  Journal,  The  Yuma 
(Ariz,)  Sun,  and  the  East  Valley 
Tribune/Scottsdale  Tribune  in 
Mesa,  Ariz.,  where  she  led  the 
team  that  won  a  2009  Pulitzer 
Prize  for  Local  Reporting. 

t  Marty  Baron 

has  been 
named  execu¬ 
tive  editor  of 
The  Washing¬ 
ton  Post  effec¬ 
tive  Jan.  2  Most 
recently,  he 

served  as  editor  of  The  Boston 
Globe  since  2001.  He  previ¬ 
ously  held  top  editing  positions 
at  The  New  York  Times,  Los 
Angeles  Times,  and  The  Miami 
Herald.  Baron  succeeds  Marcus 
Brauchli.  who  stepped  down, 
effective  Dec.  31,  to  assume  a 
new  role  as  vice  president  of  The 
Washington  Post  Co. 

Kirk  Woundy  has 

been  named 
editor-in-chief 
of  the  Colorado 
Springs  Inde- 
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Susie  Ellwood  has  been  named  publisher  of  the 
Austin  (Texas)  Amehcan-Statesman.  She  replaces 
Jane  Williams,  who  was  named  senior  vice  president 
of  television  for  Cox  Media  Group,  the  Statesman's 
parent  company,  based  in  Atlanta.  Ellwood  will  be  re¬ 
sponsible  for  the  business  and  editorial  operations  of 
the  Statesman  and  its  affiliates,  including  statesman, 
com.  austin360.com.  and  eight  community  newspa¬ 
pers.  She  spent  nearly  two  years  as  executive  vice 
president  and  general  manager  at  USA  Today,  where 
she  helped  oversee  the  redesign  and  relaunch  of  the 
newspaper's  print  and  digital  products. 


Stephan  T.  Wingert  has  been  named 
publisher  at  The  Monitor  in  McAllen,  Texas. 
He  also  assumes  the  role  of  regional  vice 
president  with  responsibility  for  all  pub¬ 
lications  and  digital  offerings  in  the  Rio 
Grande  Valley.  Wingert  previously  served  as 
regional  vice  president  for  the  Pacific  region 
of  Freedom  Communications,  Inc.  and  as 
publisher  at  the  Daily  Press/Desert  Dispatch 
in  Victorville,  Calif. 

Norman  W.  “Trip”  Shumate  III  has  been 
named  president  of  Charleston  Newspapers 
in  West  Virginia.  Shumate  will  maintain  his 
role  as  the  company’s  chief  financial  officer. 
He  succeeds  general  manager  Craig  Selby, 
who  has  retired.  Shumate  has  been  with  the 
Daily  Gazette  Co.  since  1998  and  CN  since 
2004.  In  addition,  director  of  circulation 
Jerry  Briggs  has  been  named  director  of 
advertising  and  vice  president  for  CN.  He 
succeeds  Larry  Levak,  who  retired. 

Kevin  Kampman  has  been  named  publisher 
of  the  Winston-Salem  (N.C.)  Journal.  He 
replaces  Jeffrey  Green.  Kampman  will  con¬ 
tinue  to  serve  as  vice  president  of  community 
newspapers  for  parent  company  World  Me¬ 
dia’s  southern  group.  Before  being  hired  by 
World  Media,  Kampman  served  as  publisher 
of  The  Canton  (Ohio)  Repository. 

Scott  Heekin-Canedy  has  announced  he 
will  retire  as  president  and  general  manager 
of  The  New  York  Times  Co.  The  company 
is  eliminating  his  position.  He  has  worked 
for  the  company  since  1992,  serving  as  the 


company’s  president  and  general  manager 
for  eight  years. 

Alan  Murray  has  been  named  president 
of  the  Pew  Research  Center,  succeeding 
Andrew  Kohut,  who  will  stay  on  as  found¬ 
ing  director  and  continue  to  provide  counsel 
on  political  polling  and  global  attitudes 
research.  Most  recently,  Murray  served  as 
deputy  managing  editor  and  executive  editor, 
online,  for  The  Wall  Street  Journal. 

Benita  Mendell  has  been  named  gen- 
.eral  manager  of  Media  Network,  providing 
broad  sales,  marketing,  training,  service, 
and  support  activities  across  the  entire  Rio 
Grande  Valley  for  advertisers  and  market¬ 
ers.  Mendell  has  served  as  general  manager 
at  the  McAllen  (Texas)  Monitor  since  2006 
and  also  as  regional  ad  director  at  Media 
Network  since  2008. 

Tom  Rosenstiel  has  been  named  executive 
director  of  the  American  Press  Institute. 

He  will  help  e.xpand  the  organization’s  role 
in  research  and  training,  and  continue  to 
develop  best  practices  that  further  the  value 
of  journalism.  Rosenstiel  was  founder  and 
director  of  the  Project  for  E.xcellence  in  Jour¬ 
nalism  at  the  Pew  Research  Center.  He  also 
served  as  a  press  critic  for  the  Los  Angeles 
Times  and  chief  congressional  correspondent 
at  Newsweek. 

The  board  of  directors  of  the  American 
Societv’  of  News  Editors  has  elected  Pam 
Fine  as  treasurer,  to  be  succeeded  by  Mizell 
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Stewart  III,  who  will  assume  the  role 
later  in  2013.  Fine  is  Knight  Chair  for 
News,  Leadership  and  Community 
and  a  professor  of  journalism  at  the 
University  of  Kansas.  Stewart  is  chief 
content  officer  of  the  newspaper  divi¬ 
sion  of  the  E.W.  Scripps  Co.  He  will 
become  society  presjdent  in  2016. 

Faye  Penn  has  been  appointed  execu¬ 
tive  editor  at  The  New  York  Observer, 
where  she  will  primarily  edit  feature- 
length  stories  and  columns.  She 
previously  served  as  features  editor  at 
the  New  York  Post  and  prior  to  that, 
founded  the  Brokelyn  blog. 

Anne  Plechner  has  been  named 
executive  vice  president,  COO/CFO, 
with  American  Circulation  Innova¬ 
tions.  Since  late  2011,  she  has  served 
in  a  strategic  consulting  role  with 
ACI.  Before  joining  ACI,  Plechner 
held  the  position  of  COO  at  mOcean, 

‘  one  of  the  largest  creative  advertis¬ 
ing  agencies  for  the  entertainment 
industry  in  Los  Angeles.  In  this  role, 
she  led  the  company’s  operations, 
finance,  human  resources,  and  IT 
functions. 

Shawm  Bender  has  been  named  digi¬ 
tal  editor  on  the  world  desk  for  The 
Wall  Street  Journal.  He  will  edit  and 
oversee  the  launch  of  a  new  online 
news  stream  for  mobile  devices  and 
the  Web.  He  previously  served  as 
editorial  director  of  the  video  depart¬ 
ment. 

David  S.  Jackson  has  been  named 
executive  editor  of  The  Washington 
Times.  Jackson,  a  former  correspon¬ 
dent  for  Time  magazine  and  director 
of  the  Voice  of  America,  started  his 
career  in  newspapers  and  later  served 
in  senior  news  management  posi¬ 
tions  overseeing  online,  broadcasting, 
and  print  operations.  Since  Febru¬ 
ary  2012,  he  has  been  working  as  a 
strategic  planning  consultant  for  The 
Washington  Times. 


pendent.  He  replaces  Ralph  Routon,  who 
will  remain  executive  editor  at  the  paper 
while  also  leading  the  editorial  depart¬ 
ment  at  the  Independent’s  sister  paper, 
the  Colorado  Springs  Business  Journal. 
Woundy  joined  the  paper  in  2005  and 
most  Fecently  served  as  managing  editor. 

WoodWing  Software, 
vendor  of  innovative 
multi-channel  publish¬ 
ing  solutions,  has  ap¬ 
pointed  den  Graessley 

Sand  Geoff  Kehrer 
as  channel  manag¬ 
ers,  The  two  will  help 
WoodWing  to  further 
increase  local  cus¬ 
tomer  intimacy,  as  well 
as  support  and  grow 
its  network  of  autho¬ 
rized  solution  partners 
in  America.  Graessley  • 
previously  served  as  business  develop¬ 
ment  manager  at  Aysling.  Kehrer  comes 
from  MediaSpan,  where  he  was  technical 
sales  director  for  nearly  eight  years. 

Newspaper  Data  Exchange  has  named 
Scot  M.  Viaid  chief 
information  officer 
and  David  Friedrichs 
chief  operations  officer. 
In  his  new  role.  Ward 
is  responsible  for  IT 
infrastructure  and 
organizational  product 
development,  helping 
clients  translate  data 
M  into  trusted  informa- 

*  hH  tion  to  make  strategic 

rt’  business  decisions. 

Most  recently.  Ward 
was  vice  president  of 
business  support  and 
analysis  at  Corizon 

Healthcare,  Inc.,  in  Nashville,  Term.  Fried¬ 
richs  will  be  responsible  for  leading  the 
operations  of  NDX  and  provide  leadership 
•in  achieving  NDX's  core  objectives.  Fried¬ 
richs  joins  NDX  from  KPMG,  LLP,  where 
he  was  a  director  at  the  risk  consulting 


practice. 

Larry  LaPorta  has 

joined  the  board 
of  directors  at  BPA 
Worldwide.  He 
currently  serves  as 
general  manager  of 
Beiersdorf  Canada 
Inc.,  which  he  joined  in  2006  as  U.S. 
marketing  director  for  the  Futuro 
brand.  LaPorta  has  also  worked  at 
McCann  Erickson,  Colgate  Palmolive, 
Kraft  Foods,  and  Revlon  in  various 
roles. 

DaveRickley 

has  been  named 
executive  vice 
president.  North 
America,  of  Scoop- 
shot.  Rickley  was 
previously  senior 
editor  of  operations  and  technology 
at  the  Los  Angeles  Times.  During  a 
career  spanning  more  than  30  years, 
he  has  worked  in  or  with  nearly 
every  department  at  the  Times,  while 
leading  numerous  strategic  and 
content-based  initiatives. 

Thomas  Jacob  has 

been  promoted  to 
the  new  position 
of  chief  operating 
^  officer  at  WAN- 

’  IFRA.  Jacob  brings 

more  than  28  years 
of  experience  in 

media.  He  began  his  career  as  an  en¬ 
gineer  with  Mathrubhumi,  a  news¬ 
paper  in  India.  After  helming  the 
technical  department  for  four  years, 
he  moved  to  Singapore  to  establish 
IFRA's  presence  in  Asia.  During  his 
tenure,  he  established  IFRA  Asia  and 
IFRA  India.  He  then  joined  Associated 
Newspapers  Ltd,,  publisher  of  the 
Daily  Mail  and  Metro  in  the  U.K.  As 
ANL’s  international  development  direc¬ 
tor,  Jacob  created  a  compact  midmarket 
newspaper  for  the  Indian  market  and 
launched  the  newspaper  Mail  Today. 
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Jectnnie  Parent  has  been 
^  named  senior  vice  president  of 
^  1 B  sales  with  Digital  First  Media. 

I  Working  with  DFM  publishers 
1  I  arid  regional  vice  presidents 
ifl  for  sales,  she  will  oversee 
local  advertising  and  sales 
initiatives  on  all  platforms.  Parent,  who  most 
recently  served  as  vice  president  of  national 
sales  for  Gannett  Corp.,  brings  more  than  25 
years  of  international  experience  in  multimedia 
advertising  sales. 

Sara  Ganim  has  left  her  posi- 
-  tion  as  crime  reporter  with 
Ap  The  Patriot-News  in  Harris-  ' 

burg,  Pa.,  and  has  accepted  a 
position  as  a  correspondent 
with  CNN.  She  will  be  based  in 
CNN's  Atlanta  headquarters. 
Ganim  won  a  Pulitzer  Prize 
for  her  coverage  of  the  Jerry  Sandusky  scandal. 
Patriot-News  journalist  Qiarles  Thompson  will 
take  over  as  lead  reporter  on  the  paper's  Penn 
State/Sandusky  coverage. 

Patrick  Dorsey  has  been  ap¬ 
pointed  publisher  of  the  Sara¬ 
sota  (Fla.)  Herald-Tribune.  He 
will  be  responsible  for  all 
operations  of  the  paper  and 
Herald-Tribune  Media  Group. 
He  previously  served  as 
president  and  publisher  of  the 
Tallahassee  (Fla.)  Democrat.  Dorsey  succeeds 
Diane  McFeirlin.  who  left  to  become  dean  of  the 
College  of  Journalism  and  Communications  at 
the  University  of  Florida. 

Wanda  Lloyd  has  retired  as  ex¬ 
ecutive  editor  of  the  Montgomery 
(Ala.)  Advertiser.  She  has  served  in 
that  position  since  2004.  She  has 
been  an  editor  with  Gannett,  the 
Advertiser's  parent  company  since 
1986,  except  for  a  3.5-year  break  when  she  was 
founding  executive  director  of  a  journalism  ed¬ 
ucation  program  at  Vanderbilt  University.  Lloyd 
has  been  an  editor  at  six  other  daily  newspa¬ 
pers,  including  USA  TODAY,  and  The  Greenville 
(S.C.)  News.  She  also  worked  at  The  Washington 
Post,  The  Miami  Herald,  the  Atlanta  Journal,  and 
the  Providence  (R.I.)  Evening  Bulletin. 


Kathleen  Coleman  has  been 
named  sales  and  marketing 
director  of  S-R  Media  and 
The  Spokesman-Review  in 
Spokane,  Wash.  Coleman 
succeeds  Dan  Johnson,  who 
left  to  join  a  Phoenix-based 
newspaper  service  business. 
Coleman  most  recently  served  as  director  of 
digital  business  operations  and  new  product  de¬ 
velopment.  She  joined  The  Spokesman-Review 
in  1997  as  Lifestyles  editor.  She  became  director 
of  digital  business  operations  in  2007,  where 
she  oversaw  the  development  of  niche  print  and 
online  content. 

Steve  Miller  has  been  named 
editor  of  the  Appeal-Demo¬ 
crat  in  Marysville,  Calif.  Most 
recently.  Miller  served  as  edi¬ 
tor  at  the  Herald  and  News  in 
Klamath  Falls,  Ore.  He  began 
his  career  in  1982  at  a  weekly 
newspaper  in  western  Ne¬ 
braska,  then  moved  to  a  daily  paper  in  the  same 
region.  He  then  joined  Pioneer  Newspapers. 

Bm  Boren  has  been  named 
executive  editor  of  The 
Fresno  (Calif.)  Bee.  He  suc¬ 
ceeds  Betsy  Lumbye,  who 
has  retired  after  leading  the 
newsroom  for  six  years. 
Previously,  Boren  served  as 
a  vacation  relief  reporter,  a 
sports  reporter,  a  general-assignment  news  re¬ 
porter,  and  a  political  reporter  at  the  publication. 
He  most  recently  served  as  editorial  page  editor 
for  the  past  17  years. 

0  Richard  Duke  has  been 
named  editor  of  the  Log 
Cabin  Democrat  in  Conway, 
Ark.  He  had  previously 
served  as  interim  edi¬ 
tor.  Duke  has  16  years  of 
experience  in  publishing, 
working  in  various  roles 
for  Arkansas  papers,  the  Benton  Courier,  the 
Cabot  Star-Herald,  and  the  Pine  Bluff  Com¬ 
mercial.  He  has  been  with  the  Log  Cabin  for 
a  year,  primarily  covering  city  and  county 
government. 


Lee  Carter  has  retired 
as  publisher  and  vice 
president  of  the  Standard- 
Examiner  in  Ogden,  Utah. 
Upon  his  retirement. 
Carter  became  director 
of  special  projects  at  the 
management  arm  of  the 
Standard-Examiners  par¬ 
ent  company,  Sandusky 
Newspapers,  Inc.  Carter 
has  been  publisher  of  the 
Standard  since  2005.  His 
career  at  various  San¬ 
dusky-owned  newspapers 
spans  37  years. 

Shelley  Meenan  has  been 
named  Journal  Regis¬ 
ter  Co.’s  Pennsylvania 
publisher  and  general 
manager.  She  will  lead 
operations  for  the  group. 
Meenan  began  her  career 
at  The  Times  Herald  in 
Norristown,  Pa.,  in  1988, 
and  has  held  a  number 
of  leadership  positions 
within  the  company. 

Gerard  Baker  has  been 
named  editor-in-chief  of 
Dow  Jones  and  manag¬ 
ing  editor  of  The  Wall 
Street  Journal,  effective 
Jan.  1.  Baker  is  currently 
deputy  editor-in-chief  of 
the  Wall  Street  Journal, 
a  role  he  has  held  since 
January  2009.  He  suc¬ 
ceeds  Robert  Thomson, 
who  has  been  named  chief 
executive  officer  of  the 
proposed  publishing  entity 
for  News  Corp.  In  his  new 
I  ole.  Baker  will  assume 
oversight  of  all  global 
newsgathering  and  edito¬ 
rial  operations  for  the  Wall 
Street  Journal  and  Dow 
Jones  Newswires. 
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METRO  &  UNIVERSAL:  HARRIS  V15D,  V25,  V30: 

SOLNA;  KING;  TENSOR:  &  DAUPHIN 

FOR  SALE:  1998  NEWS  KING  UNITS,  $4,000  EACH; 
FOUR  UNIT  GOSS  COMMUNITY,  22  3/4,  WITH  COMPEN¬ 
SATORS,  SIDELAY  AND  RUNNING  CIRCUMFERENTIAL 
REGISTER  ON  ALL  UNITS,  SMALL  IOWA  WEEKLY, 
$25,000 

NEWMAN  INTERNATIONAL,  LLC. 
(913)638-1040  •  newmanpress@kc.rr.com 


KAMEN  &  CO.  GROUP  SERVICES 

We're  pleased  to  service  clients  from  Britain,  Denmark, 
Germany,  India,  Israel,  Singapore,  U.S.V.I.  and  Hawaii. 
Let  us  help  you,  tool 
516-379-2797  •info@KamenGroup.com 
626  RXR  Plaza,  West  Tower,  6th  Floor,  Union^le  NY  1 1 556 


Wishing  you 
and  yours  a  ^ 

Happy,  Healthy 

New  Year! 

KAMEN  &  CO. 
GROUP  SERVICES 


GAUGER  MEDIA 
SERVICE,  INC. 

Dave  Gauger 

Consulting*Valuations*Sales*Mergers 
P.O.  Box  627,  Raymond  WA  98577 
(360)  942-3560 

www.gaugermedia.com 


PLACE  AN  AO:  1-BOO-B87-1615 


FOR  SALE 

>7-t«i«  21.5”  cut-off  Goss  SSC  witti  SS(>-8064  folder,  hw) 
2-highs  and  Martin  EC838  zero  speed  spicets. 

*  10-unit  Goss  Cosmo  press-  JAROIS  flying  aulopasters 
.22**  Goss  Mefrofiner  press 

-CALL  US  ¥¥mi  YOUR  OLED  PRESSES- 


(913)  492-9050  •  inmc1@iniandnews.oam  •  umwinlandncwsjom 
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ACCOUNTING  PROFESSIONAL 

The  Antelope  Valley  Press  in  Palm¬ 
dale,  California,  is  currently  seeking 
an  Accounting  professional  to  over¬ 
see  all  aspects  of  it's  accounting  and 
business  systems.  This  position  is  re¬ 
sponsible  for  accounting  controls 
and  financial  reporting. 
Responsibilities  include,  but  are 
not  limited  to: 

•  Oversee  the  monthly  financial  close 

•  Management  of  receivables  to 
ensure  working  capital 

•  Ensure  maintenance  of  financial 
records  in  compliance  with 
corporate  policies 

•  Oversight  of  the  Accounting 
Department. 

•  Coordination  of  financial  audits 

•  Assist  the  VP/General  Manager  with 
financial  planning. 

•  Develop,  analyze  and  interpret 
financial  information  to  evaluate 
operating  performance; 

Requirements  include: 

•  The  ideal  candidate  must  have  5-i- 
years  of  related  experience,  with  a 
min.  of  3  years  as  a  finance 
manager. 

•  Bachelor's  degree  in  Accounting/ 
Business  Administration;  MBA  or 
CPA  preferred. 

•  Demonstrated  knowledge  of 
financial  analysis,  strong  analytical 
skills,  and  proven  ability  to  lead 
project  teams  through  to 
completion. 

« Must  have  the  ability  to  work  in  a 
fast  paced  environment; 
newspaper  publishing  background 
preferred. 

•  Proficiency  with  computer  software 
programs. 

•  Newspaper  software  such  as  DTI, 
PBS  and  SBS  preferred. 

The  Antelope  Valley  Press  offers  a 
competitive  compensation  and 
benefits  package. 

Qualified  applicants  please  send 
resume  with  cover  letter  &  salary 
requirements  to: 
Antelope  Valley  Press 
P.O.Box  4050, 

Palmdale,  CA  93590-4050 
E-mail:  cbryant@avpress.com 
fax:  (661)267-4705 


Please  tell  them 
you  saw  it  in 
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M  E  DIAS  PAN 

Product  Manager 

MediaSpan,  dynamic,  Ann  Arbor-based  Software  Company  has  an  immediate  opprortunity  for  a  Product  Manager  in  its 
Product  Development  group. 

About  Us 

MediaSpan  powers  digital  content  management  and  online  marketing  solutions  for  the  world's  leading  media  compa¬ 
nies,  including  Gannett,  Advance  Publications,  Australian  Radio  Network,  Citadel/ ABC  Radio  and  Sun  Media.  Over  3,000 
local  newspaper,  radio  and  television  properties  leverage  our  digital  content  management,  online  marketing,  web  pub¬ 
lishing  e-commerce  and  online  promotional  solutions. 

We  provide  an  enriched  work  environment  that  fosters  growth,  inspires  professional  excellence  and  encourages  success 
by  providing: 

•  A  competitive  compensation  package. 

•  Professional  development. 

•  Excellent  benefits  including  401  (k). 

Role  Summary 

This  position  will  work  as  part  of  a  team  to  deliver  solutions  for  the  Product  Development  Group,  focusing  on  the  direc¬ 
tion  and  management  of  their  product  line. 

Essential  Responsibilities 

■  Managing  the  entire  product  line  life  cycle  from  strategic  planning  to  tactical  activities. 

•  Specifying  market  requirements  for  current  and  future  products  by  conducting  market  research  supported  by  on-going 
visits  to  customers  and  non-customers. 

■  Driving  a  solution  set  across  development  teams  (primarily  Development/Engineering,  and  Marketing 
Communications)  through  market  requirements,  product  contract,  and  positioning. 

•  Developing  and  implementing  a  company-wide  go-to-market  plan,  working  with  all  departments  to  execute. 

•  Analyzing  potential  partner  relationships  for  the  product. 

•  The  success  (high  quality,  on  time,  on  budget)  of  the  programs  /  projects  reporting  to  him  /  her. 

•  Structuring  the  overall  project  plan,  budget,  schedule,  and  staffing  requirements. 

•  Provide  weekly  status  reports,  project  tracking  updates,  and  overall  assessments  to  senior  management  and  team. 

•  Ensure  entire  project  team  is  aware  of  progress  through  face-to-face  communications. 

Qualifications  and  Requirements 

The  ideal  candidate  will  have  experience  in  a  fast-paced  online  environment,  experience  working  with  media  clients  and 
advertisers,  a  head  for  business  as  well  as  technology  and  a  drive  to  move  into  progressively  more  challenging  roles. 

Required  Qualifications 

•  Bachelor's  Degree  in  business,  computer  technology,  communications  or  related  field 

•  2-3  years  of  product  management  experience,  from  concept  to  delivery. 

•  Proven  track  record  for  staying  within  budget  and  meeting  deadlines. 

•  Team-oriented  experience  highly  desired. 

•  Knowledge  and  experience  developing  large  projects  and  managing  diverse  teams. 

•  Work  effectively  with  senior-level  executives  and  have  significant  client-interfacing  experience. 

•  Stays  current  with  rapidly  changing  technology  and  applies  it  to  business  needs. 

•  Very  good  communication  skills  with  ability  to  communicate  technical  information  to  both  technical  and  non-technical 
audiences. 

.  Required  Characteristics 

•  Self-motivated. 

•  Strong  commitment  to  the  delivery  of  high  quality  products. 

■  Strong  interpersonal  skills,  maturity,  good  Judgment  and  capability  of  communicating  with  a  diverse  range  of  individuals. 

•  Demonstrated  ability  to  lead  people  and  get  results  through  others. 

•  Ability  to  think  ahead  and  plan  over  a  1-2  year  time  span. 

•  Demonstrated  ability  to  think  creatively  and  innovatively. 

■  Outstanding  written  and  oral  presentation  skills. 

•  Exceptional  organizational  dexterity. 

Required  Technical  Skills 

•  Experience  creating  business  plans. 

•  Experience  writing  use  cases. 

■  Experience  developing  /  managing  project  plans. 

•  Proficient  in  Word,  Office,  PowerPoint,  and  Project  or  equivalents. 

•  Experience  using  issue  tracking  systems. 

•  Strong  experience  in  all  aspects  of  the  software  lifecycle. 

Other  Skills  That  Will  Definitely  Pique  Our  Interest 

•  Experience  working  in  an  Agile  environment. 

•  Experience  with  CMS  (Content  Management  Systems). 

•  Experience  with  multi-channel  publishing  (Web,  Mobile,  Tablet,  etc.). 

MediaSpan  Group  is  an  Equal  Opportunity  Employer. 

Please  send  a  cover  letter  detailing  your  experience  and  resume  to  recruiting@mediaspangroup.com 
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Shoptalk /commentary 

As  Media  Companies 
Evoive,  So  Too  Shouid 
Their  Workpiace 


By  Stuart  Harris 

While  today’s  newspaper 
operations  have  evolved 
into  multifaceted  media 
companies  with  an  ever-growing 
digital  presence,  many  workplaces 
remain  mired  in  settings  more  suited 
for  bulky  desks  and  typewriters. 

When  the  print  edition  was  the  only 
product  newspapers  offered,  work¬ 
place  design  wasn’t  a  top  priority. 
Every  reporter  and  editor  had  a  desk, 
sometimes  on  different  floors,  while 
the  publisher  and  other  executives 
were  tucked  away  in  private,  secluded 
offices,  and  back-office  functions  were 
set  up  everywhere  in  between. 

.  The  workflow?  Well,  it  “just  hap¬ 
pened.” 

Today,  many  media  companies  are 
fighting  for  survival  by  seeking  new 
ways  to  reinvent  themselves  and 
remain  relevant.  Newspapers  are 
now  multimedia  companies,  and  the 
print  edition  is  just  one  outlet.  This 
more  dynamic  business  model  needs 
a  more  dynamic  environment.  The 
values  of  teamwork  and  collabora¬ 
tion,  proven  to  increase  efficiency  and 
attract  top  talent,  are  gaining  traction 
as  media  companies  evaluate  how  the 
workplace  can  help  them  succeed  as  a 
digital  media  business. 

Consider  new  workplace  settings 
found  in  non-media  environments. 
Gone  are  the  days  of  isolating  people 
and  their  intellectual  capital  in  private 
offices.  Instead,  leading  businesses 
have  come  to  realize  the  value  of 
getting  people  out  of  their  office  and 
oi^anized  in  a  collaborative  environ¬ 
ment  where  they  have  greater  access 
to  information  and  an  easier  path  to 


share  knowledge,  develop  solutions, 
and  respond  to  time-sensitive  mat¬ 
ters.  These  environments  integrate 
technology  and  multimedia  tools  to 
enhance  the  work  process  and  col¬ 
laboration. 

Essential  to  establishing  a  collabora¬ 
tive  setting  is  the  concept  of  magne¬ 
tism  —  using  the  embodied  energy  of 
the  workplace  to  draw  people  together 
and  amplify  the  work  product. 

A  magnet  can  be  a  refreshment  cen¬ 
ter  or  coffee  bar,  a  casual  work  setting 
or  team  space,  a  touchdown  area,  or 
a  community  zone.  But  there  are  also 
some  less  obvious  forms  of  magnets. 
An  area  equipped  with  specialized 
technology  can  serve  as  a  magnet,  and 
even  someone  with  a  specific  expertise 
or  deep  knowledge  base  can  magne¬ 
tize  people  to  a  single  place.  The  key 
is  understanding  where  the  energy  is, 
where  the  work  happens,  and  where 
people  naturally  come  together  to 
exchange  thoughts  and  ideas. 

Take  for  example  a  media  company 
located  in  the  Midwest  that,  after 
decades,  is  moving  to  a  new  head¬ 
quarters  designed  for  a  mobile,  digital 
workforce  with  a  variety  of  work  set¬ 
tings  for  individual  and  collaborative 
work.  Designed  by  Planning  Design 
Research,  the  new  workplace  will  cre¬ 
ate  a  team  environment  that  helps  the 
work  flow  from  one  team  or  individual 
to  the  next. 

Collaborative  space  where  reporters 
can  come  together  will  be  placed  in 
the  middle  of  the  newsroom,  sur¬ 
rounded  by  rings  of  space  for  more 
focused  work  where  reporters  can 
isolate  themselves  while  still  being 
part  of  the  newsroom  activity.  At  the 


nucleus,  an  information  control  center 
with  a  large  meeting  table  will  reside  in  the 
open,  surrounded  by  newsroom  staff  and 
enhanced  with  data  display  technology  to 
provide  workers  with  updates  on  assign¬ 
ments,  deadlines,  and  feeds  to  other  news 
sources. 

Hoteling  and  hot-desking,  the  practices 
of  providing  space  to  employees  on  an  as- 
needed  basis  rather  than  assigning  a  single 
desk  to  each  individual,  will  be  utilized  by 
staff  members  who  spend  more  time  in 
the  field  than  the  newsroom.  These  seats 
are  embedded  in  the  newsroom  so  when 
mobile  workers  are  present,  they  are  fully 
integrated  into  the  team  and  workflow. 

The  newsroom  will  also  be  designed  to  ac¬ 
commodate  press  conferences  and  visits  by 
dignitaries  such  as  presidential  candidates 
and  other  high-level  spokespeople.  The 
improved  look  and  feel  will  offer  a  cleaner, 
more  sophisticated  setting  for  videos  pro¬ 
duced  for  television  and  the  Web. 

At  this  particular  media  company,  the 
entire  workforce  vrill  now  be  located  on  one 
single  floor,  fully  connected  rather  than 
split  across  a  dozen  small  and  segregated 
levels.  Coffee  stations,  community  spaces, 
and  other  magnets  will  be  used  to  bring 
people  together  from  different  groups  in  a 
way  that  fosters  collaboration,  cross-talk 
between  departments,  and  greater  ap¬ 
preciation  for  one  another’s  contributions. 
Even  the  publisher’s  office  will  be  located  in 
a  highly  visible  place  adjacent  to  the  news¬ 
room,  thereby  reinforcing  the  publisher’s 
goal  to  be  more  connected  to  the  workforce. 

The  media  industry  is  changing  and  so  too 
must  the  workplace  that  houses  its  work. 

A  media  company  can  have  a  dynamic, 
high-performance  workplace,  provided  that 
management  is  dedicated  to  a  new  way  of 
thinking  about  the  way  work  gets  done.  ■ 

Stuart  Harris,  sharris@pdrcorp. 
com,  is  a  principal  xmth  PDR 
(pdrcorp.com),  a  workplace 
design  firm  that  creates  high- 
performance  work  environments 
for  organizations  of  all  sizes. 
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Capture  the  opportunity  tod§y  by  reach^ 
directly  at:  ngreer@impactengine.c^ 
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Dear  E&P  Readers: 


It  gives  me  great  pleasure  to  announcf^t 
immediate  commercial  availability  ofbu^ 
Multi-Screen  HTML  Ads  offering, 
you  to  our  several  E&P  clients  who  assisted  us  during, jtlK 
Beta  testing  period. 


This  offering  enables  you  to  monetize  your  premium 
display  inventory  at  top  tier  CPM  rates  across  all 
desktop,  tablet  &  mobile  devices.  Plus,  you  will  tove 
our  flexible  working  relationship  structure 


# 


'  Advertising  &  Circulation 

innovation 


AdManagerPro”  and  CirculationPro”'  give  you  the  ability  to 
manage  your  advertisers  and  subscribers,  report,  publish, 
and  centralize  operations,  all  in  easy-to-use 
browser-based  systems. 


Let  us  show  you  how  our  SaaS  or  self-hosted 
systems  can  start  saving  yoM  mone^ 


iTODAY! 


Contact  us  fora  demo! 

inf  o@mediaspangroup .  com 

mediaspangroup.com/denno 
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mediaspangroup.com 
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